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Abstract 
Many researchers have already studies and investigated the efficiency and impact of 
the marketing strategy of companies to choose to expand through exports. This project 
explores and investigates: (a) the characteristics of consumers who choose either 
standardized or local products, (b) the perception the host market has for the 
marketing mix of the imported products and finally (c) what countries are considered 
to be the ideal choice for 6 big product categories. For the particularity of the survey, 
quantitative and qualitative researches conducted. Through the exploitation of the 
results, the glocal- standardized approach is suggested for countries that have 
similarities in culture and habits patterns with the Greek reality. Greeks pay attention 
to tradition and the word of mouth and this why a good price should be accompanied 
with both quality and a degree of innovation. Products that have no direct utility for 
Greek consumers are not in the first places of preference.  
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1. Introduction 
Many researchers and analysts have conducted surveys and developed theories 
concerning the exporting marketing. The majority of articles found in literature, are 
related either with the efficiency of the two main strategies implemented in the 
exporting marketing (standardization & customization- explained in detail in next 
chapters) or with the criteria that determine the success or the failure of a firm 
applying each of these strategies. However, the consumer behavior towards the 
imported standardized products has been demonstrated yet as far as the correlation 
between the demographics and consumer habits with their final product choice (local 
or imported) is concerned.    
The motivational force of this project was a question created through empirical 
observation; “How can multinational brands survive and even acclaim themselves 
leaders in a country that experience the economic crisis in a such intensive way and 
with an advanced sense of nationalism, without even need make adjustments to 
approach pulse of the local market”.   
This paper aims to explore and investigate the characteristics of consumers who 
choose the standardized, imported products over the customized or the local ones. 
Also, it examines the characteristics of the four P’s of the imported products and how 
consumers perceive and evaluate these features. Through the exploitation of the 
results, this study attempts to illustrate when and why consumers choose the imported 
standardized products over the native ones.  
The structure of this study is classified in two key chapters. Chapter 2 contains the 
literature review which gives a detailed demonstration of the theories concerning the 
exports in times of globalization and of intensive competition; elements which lead to 
a more sophisticated and complex approach especially when it come to the choice of 
the marketing strategies implemented (Ryans, Griffith and White, 2003).  
Inspired by Levit’s (1989, cited in Gilani and Razeghi, 2010) statement who claimed 
that a company doesn’t need to make adjustments in its product or any other elements 
of the marketing mix in order to keep in touch with the local needs and habits, the 
research begins, investigating when this is an accurate claim.  
The Methodology, used in the research, is contained in the 3rd chapter, where the 
methods and approaches necessary to meet the objectives of this paper, is explained 
and analyzed in detail. Finally, during and after the demonstration of the results and 
the analysis of the findings, the countries of Greek consumers’ favors as well as the 
strategic moves that companies could implement to apply standardization in Greece 
are revealed.    
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2. Background Analysis  
It is back in 1776 when Smith highlighted the importance of exports as a driving force 
of economic development (Ryans, Griffith and White, 2003. In the past, companies 
should decrease the production costs in order to export (Vernon, 1966, cited in Ryans, 
Griffith and White, 2003) but since the condition of competition changed, sorely a 
reduction on production cost wouldn’t lead to such an action.  
Throughout the years, exporters shifted from distributors of economic goods/ services 
into trendsetters who seek not only for an increase in their revenues but a significant 
share in the market (Ryans, Griffith and White, 2003). Since price wasn’t, necessarily, 
the motivational force for consumers to buy the imported products, consumers’ 
buying power as well as the marketing strategy to be, turned into a more sophisticated 
area of study (Ryans, Griffith and White, 2003).  
But first let come back to the present and see the international market condition in 
details.  
Globalization -or as Gilani and Razeghi (2010) describe it; the process through which 
countries, products and markets come together- is consisted of a set of actions a firm 
should take, to begin a path towards a more competitive and in global extent 
environment. Numerous researchers support, that since both domestic and 
international market expand and evolve continually, more and more companies seek 
to benefit from such a promising environment by increasing their international 
recognition and their core competencies (Griffin and Pustay, 1996; Young et al. 1989, 
both cited in Pinho and Martins, 2010). The same scientists continue that since 
technology, informational technologies and business networks and systems have been 
so fully developed, entering an international market is more desirable than ever, by 
the vast majority of companies.    
Pinho and Martins (2010) believe that exporting in general can be considered as a 
profitable strategy, due to the fact that the benefits of such an action are attractive and 
of great importance for the business prosper. Katsikeas and Skarmeas (2003) and 
Young et al. (1989) as cited by Pinho and Martins (2010) give a brief explanation of 
why exporting is an beneficial strategy by stating that companies could have the 
chance to use their managerial skills and financial system capabilities to evolve in an 
environment that offers an access to a bigger pool of resources and information, 
increasing both the quality and the flexibility of the final products/ services offered. 
Furthermore, emphasis is given in the role of exports in enhancing the power, the 
name and the role of an firm to its domestic market (Lages and Montgomery, 2004, 
cited in Pinho and Martins, 2010). 
However, as Cavusgil and Kirpalani (1993) state, while the international market 
expands offering all these great benefits and opportunities, both big and small 
companies with the scope of exporting, are challenged to face a chaotic environment 
due to the increased competition; this is the reason why the factors of success are less 
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specific and pre- outlined. The barriers, an ambitious company may face in the 
attempt of becoming a part of this big international market, are multiple and are the 
ones which will affect and finally determine the marketing strategy (Tesfom and Lutz 
(2006 cited in Pinho and Martins, 2010). The barriers that emerge can be associated 
with both the internal and external environment of a company and eventually to affect 
the characteristics of its products and its interaction in the market (Cavusgil and Zou, 
1994 cited in Pinho and Martins, 2010).  
Running a company in a foreign country also oversees difficulties in the operational 
issues (Pinho and Martins, 2010) such as the choice of the most suitable distribution 
channels, the conduction of the proper market research that will lead eventually to 
both the ideal marketing strategy and the experience personnel –which is aware of the 
needs of the local markets- (Samiee and Walters, 2002; Leonidou, 2004, cited in 
Pinho and Martins, 2010) and finally the creation of an organized financial system 
that will eliminate the economic ups and downs of a company (Young et al. 1989, 
cited in Pinho and Martins, 2010). 
But since every problem has its solution, what should a company pay attention to, in 
order to eliminate the risks and what actions to take?  
As Leonidou and Katsikeas (1996, cited in Pinho and Martins, 2010) suggest, it is 
crucial to adjust the marketing strategy and actions during every single step of the 
exporting decision, as barriers can emerge anyhow, anytime. So, continuous 
observation, flexibility and quick identification of the problems are the elements that 
can initiate an export full of success. This adaptation and quick response to the 
constraints emerged, concerns the marketing mix of the company and as a result, the 
marketing strategy that correspond to company’s objectives and mission (Chung, 
Wang and Huang, 2011). So, one of the issues a company faces, is the choice of the 
marketing plan that could contribute and finalize the survival actions in a host market.  
A company has to choose whether it will be “internationally or locally oriented” 
(Gilani and Razeghi, 2010). This constraint initiates two types of strategy that the 
marketing department of an exporting company chooses to follow; standardization 
and customization, sub-categorized in two approaches each (Chung, Wang and 
Huang, 2011). The same researchers host in their survey the statement of Chung 
(2003), Katsikeas et al. (2006) and Lages et al. (2008) of what is the definition of 
these two strategies. So, according to them, the degree of adaptation a company 
decides to implement in the hitherto elements, is the crucial factor that will determines 
the final choice between standardization and the customization.  
When the elements of the marketing mix remain the same or are similar to the market 
of origin, then the exported products are standardized (Chung, Wang and Haung, 
2011). Companies which focus on this strategy have to choose between a intact 
strategy and techniques executed in the entire extend of the business activities 
(“global approach”) and the signing of the final part of the marketing strategy, the 
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implementation, to local experts (“glocal approach”). Local experts, in the glocal 
approach are responsible to track the differences in the host market that could cause 
fracture in the promotion of a product -such as the language- (Chung, Wang and 
Haung, 2011).  
The advantages of the standardized strategy and its techniques, as seen on literature, 
are multiple. The image of the company is consistent and that is why consumer 
worldwide can easily recognize and relate to the brand (Ericson, 1996 cited in Gilani 
and Razeghi, 2010). The savings in costs is also an important benefit as the economies 
of scales offer discounts and profitable production for a large amount of products 
(Chee and Harris, 1998, cited in Gilani and Razeghi ,2010), the marketing mix of 
which can be evolved and developed due to a more extensive implementation and 
experience (Gilani and Razeghi ,2010).   
The drawbacks of the standardized strategy, as seen on Gilani and Razeghi (2010), lay 
to the fact that different markets have different needs. The economic condition and the 
needs of a specific host market, may be different from the market of origin and 
therefore the costs or the demands of an import, could be restraining for the image, the 
revenues and finally the survival of the company.   
Customization is exactly the opposite of standardization. It is the strategy in which 
local market determine the characteristics of the marketing elements in the foreign 
market and the “regcal” and “local” approach are the two options available (Chung, 
Wang and Haung, 2011). As Lawrence and Lorch (1969, cited in Mavondo, 2000) 
state, customization leads to adjustments between the company- strategy and the host 
environment. Exporting firms should decide on whether they will spend higher 
resources to adjust their operation system to the ones applied on local markets (regcal) 
or to hire local experts to operate not only the implementation stage (as in glocal 
approach) but the formulation of the entire strategy as well, in order to meet the 
expectations and requirements of markets with different needs.  
Throughout the years, it seems that the final decision on whether to standardize or 
customize product for exporting, imply an intense argument. Ryans, Griffith and 
White (2003) recall a “pattern of disagreement” on the way advertisers and 
businessmen faced the differences on local markets, since 1923 when David Brown 
and Carl Propson were the first supporters of standardized and customized products, 
respectively.    
From an empirical point of view it can be said that the final decision on whether 
applying standardization or customization, is a matter of how each firm perceive the 
host markets and which are the expected outcome from an export. Gilani and Razeghi, 
(2010) highlight the Jain’s (1989) beliefs that the final strategic decision can’t be 
made as long as the export companies haven’t taken into account; the target market, 
the market position, the nature of the product (Chung, Wang and Huang, 2011), the 
environment and finally the organization factors.  
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According to Reichel (1990), the majority of the companies who chooses to import 
foreign goods/ services “belong to the same organization as the exporting company”. 
He state that the reason why many companies choose the standardization, as their 
marketing approach, is that they are consist of a number of subsidiaries who decide to 
import or to export and since the strategy has worked once, it could lead to a success 
once more. However, when the host market has different needs, offers and/ or 
distribution system from the market of origin, then customization is the right strategy 
(Reichel, 1990). The same logic applies to the environment as a critical aspect of the 
marketing strategy to be. The legal system and the pricing are only some of the 
barriers from an external perspective (Buzzell, 1986, cited in Gilani and Razeghi, 
2010) which when combined with the nature of product, makes the decision over the 
strategy even more sophisticated.  
Seeking for “analogous” markets could prove to be savoring for companies who 
choose to export standardized products (Dawar and Frost, 1999) as they already know 
how to take advantage of the core services they enjoy back in the country of origin. 
The researchers believe that similar distribution channel or law legislation could 
simplify the exporting procedures. Also, the source or the quality of the resources or 
services could be the main core asset of a company; moving to a new country of 
exporting could cause some complications on replacing them.  
Chung, Wang and Huang (2011) believe that even if the factors that determines which 
are the right strategy for each marketing strategy are many and sometimes 
interrelated, consumers are considered to be the most important one.  
Globalization, led consumers to be more aware of the choices offer worldwide and 
seem to be interested in adapting to changes emerged from the tendency to adopt 
“international ideas” (Reichel, 1990). The marketing experience gained through 
extensive exposure to these new ideas contributed to consumers evolution of their 
critical observation, thus to be more demanding in their needs. The fruition of the way 
consumers behave drove marketers, managers, and the unity of the business sector in 
general, to percept marketing strategy in more depth.   
McIntyre (1975, Reichel, 1990) claims that since consumers have similar ideas and 
perspectives of their requirements, it is more likely in markets with consumers of the 
same pattern for the standardization to be applied. However, Reichel (1990) highlights 
that legislation, language, culture and historical background can’t be outshined by the 
lifestyle that many consumers seem to adopt. A plethora of researchers such as Lewitt 
(1983) and Zou and Cavusgil (2002) figure that a standardized advertisement offers 
lower costs due to economies of scale; as a result it is considered to be a more 
profitable and efficient way for increased revenues, which is one of the main goals of 
exports (Ryans, Griffith and White, 2003). This statement oppose to a respective 
number of researchers like Higgs (1984), Wind (1986) and Harvey (1993) as cited by 
Ryans, Griffith and White (2003) who state that consumers needs and desire, when 
fulfilled based on the local requirements, “perceive more value” to the exporting 
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company. From an empirical point of view, when it comes to markets and resonance, 
consumers have the key role; they are the ones who will determine the fruition of a 
product/ service success, through the evaluation and reiterating use. 
Companies motivational force in order to create a product and as a consequence to 
export it, is the need of the customers (Hultman, Robsona and Katsikeas, 2009) as it is 
the basic way which will lead to a best-seller. But these needs are different based on 
the cultural and sociocultural factors that guide consumers (Shoham, 1999 and 
Johnson and Arunthanes, 1995 both cited in Hultman, Robson and Katsikeas, 2009). 
Customers seek not only the product that will correspond to their needs and desires. 
As Soars (2003) claims, rationality is not the basic ingredient for the final purchase 
decision- making. The hedonic model developed not only by Soars (2003), explains 
how important both conscious and sib-conscious for a wide range of consumer 
behavior; more the evaluation and purchase of product to the information a consumer 
will collect and recall in order or corresponds to their expectations and needs.  
Not only researchers but philosophers as well claim that people receive internal and 
external stimuli when they recognize a need and seek to cover it (Bray, 2008; Deway, 
1910) based on a hierarchical order that each of us create individually (Maslow, 1943) 
and on previous experience of ours or of others. Consumers create a pool of 
information with all the market’s offers that correspond to their needs and desires 
existed or are about to be created for the first time (Steward 1994, cited in Bray, 
2008). Nelson (1970, 311:329) highlights that consumers choose product that add 
value to their lives and correspond to the standards and expected outcomes that they 
have established. The importance of advertisement, as well as the product fetures and 
generally the entire marketing mix, is show in Eysenck and Kean’s (2000, cited in 
Bray, 2008) declaration that human mind works in a complex way especially in a 
decision-making process. This is the reason why, different markets oversees different 
benefits and different barriers which sometimes are difficult to clarify.  
Wang (1996, cited in Chung, Wang and Huang, 2011) claim that the consumer 
characteristics are one of the variables, among products and host-market, that 
determine the choice between standardization and adaptation.  
To sum up, it is crucial for the consumers of the host market to share similar 
characteristics with consumers of the “home” market (Chung, 2003; Diamantopoulos 
et al. 1995; Chung, 2010 as all cited by Chung, Wang and Huang, 2011; Wood, 
Darling and Siders, 1998) when it comes to customization. In the contrary, Katsikea et 
al. (2006, cited in Chung, Wang and Huang, 2011) state that when the differences 
between those two target groups are excessive, the customization is considered to be a 
safer choice. 
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After assimilating this theory of how consumers react to stimuli and finally link to a 
certain purchase, the statement made by Louter, Ouwerker an dBakker (1991) makes 
even more sense now:  
 “Standardization what is possible, differentiate where necessary”  
3. Research Methodology  
The goal of this dissertation is to highlight the importance of choosing the appropriate 
marketing strategy when it comes to exports, based on the host market’s needs, 
competition range and economic condition. Since consumers’ contribution is leading 
and determining in the progress of the products/ services imported in their counties, 
this project also explores and investigates the characteristics that consumer have in 
common and eventually lead them to choose standardized products over local or 
customized ones. The marketing mix of a company’s product has a tremendous 
impact on consumers perceptive and evaluation of the imported products and this is 
why, this paper examines how consumers react to changes in any of the mix’s 
elements.  
This chapter aims to cite the philosophy and design of the research methodology 
applied and to examine which is the appropriate questionnaire design that will 
correspond to the needs of the investigation and the desired outcome, which is the 
exploration of the common characteristics of the consumers’ of standardized products. 
Overall, an analysis of the research philosophy and the approaches adopted will be 
depicted as well as a demonstration of the research strategy that best serve the 
project’s objectives and needs. In the final part of this chapter, the techniques and 
procedures required to collect and analyze the chosen data will be described along 
with an explanation on their appropriateness for the specific study.    
3.1 Research philosophy 
The objectives and requirements of this study address to both theoretical and 
methodological relevance. The pragmatic philosophy is considered to be the most 
appropriate one as this study follow the statement of Tashakkori and Teddlie (1998, 
cited in Saunder et al. 2009); using different perspectives and techniques is crucial if 
they are of value to the delivery of both the objectives and the expected outcomes.   
 
From an empirical point of view, consumers’ creation of their needs seem to be 
objective for the examined target group; the background theory has proven that 
consumers develop their list of needs and desires through a specific, pre- defined, 
objective mechanism. However, since the questionnaire addresses to the participants 
as individuals, the answers will be subjective and will be applied based on personal 
choices. The ontology stance applies to the way companies react to the difficulties and 
opportunities emerged in the foreign markets. Exporting companies begin their 
business and market research following specific steps but they differentiate from each 
other in the way they understand the market and the establishment of their goals and 
targets.  
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In the questions “What constitutes acceptable knowledge in this study?” epistemology 
seems to be the stance most in favor of the project’s requirements; both subjective 
opinions derived from personal answers and the objective phenomena observed in 
society have the same proportion in the creation of the pool of information needed for 
the conduction of a survey (Saunders et al. 2009).  
 
The different perspective of the interviewees and the various judgments of the 
interviewer will administer and define the way the main questionnaire will be 
formulated for the purpose of the quantitative research. The main goal of the 
interviews will be to collect the information that eventually will lead to questionnaire 
capable of giving measurable and objective data.  
 
3.2 Research approach 
The approach used in this study is hybrid, as a combination of both deductive and 
inductive approach is chosen. The different stages of the projects demand validity and 
credibility of high value; using one of the approached would lead to bias results.    
The deductive approach will offer the chance to explore extensively the existing 
theories and find the information necessary for the creation and administration of the 
questionnaires and finally collection and analysis of the quantitative data. The 
analysis of the questionnaire will give an extensive view of the relationship between 
the independent variables, which are the consumer characteristic, with the dependent 
variable which is the final purchasing choice.  
The inductive approach on the other hand, will offer the information needed through 
the observation and analysis of the survey’s participants. Initially, the project will 
focus on the collection of the data emerged from the administered and collected 
questionnaires and then, the results will lead to the formulation of a “new” theory 
which, in this dissertation, will be the definition of common characteristics that 
consumers of standardized imported products have.   
3.3 Research Strategy 
The main purpose of this study is to describe the different characteristics and 
behavioral patterns that consumers of standardized products have. The conduction of 
a focus group interview will lead to the creation of a more centralized and complete 
questionnaire, addressing to the objective of this study.  
The grounded theory is considered to be the most appropriate research strategy the 
corresponds to the purpose of this study, as according to Saunders et al. (2009) 
“It is better to think of it (grounded theory) as theory 
building through a combination of induction and deduction” 
There are many research strategies that correspond to the needs of the study but only 
partially. Additionally, the survey strategy will be used to enforce the way of 
collecting and analysis the quantitative data through comparison of the variables 
examined.  
The first step of the entire process will be the conduction of the individual interviews. 
The information emerged will be categorized into dimensions and sub-dimensions. 
Recalling the open coding suggested by Straus and Corbin (2008, cited in Saunders et 
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al. 2009), these categories will be labeled after the characterizations and 
categorizations of the participants, the existing literature and the information derived 
from the data themselves.   
As a sequence of this categorization will be the creation of the main questionnaire that 
will be consist of a more extended pool of dimensions.  
Since the founded theory is a combination of the deductive and inductive approach, 
there is the necessity of adjusting the findings of the survey with the existing theory 
and vice versa. The secondary data will be consists of academic journals and business 
essays in the area of exports, marketing and consumer behavior. 
3.4 Research design 
Both quantitative and qualitative methods will be used in this study in order to 
correspond to the desired outcome and the particularity of the stud; the research 
design is the mixed-methods research choice. Through the individual interview, the 
qualitative research will be undertaken and with the use of the differential analysis the 
data will be collected and analyzed leading to the design of the main questionnaire; 
the quantitative research. The data depicted will be statistically analyzed. The final 
step will be the triangulation of the results in order to demonstrate a more spherical 
and corroborate view of the findings.    
3.5 Techniques and procedures 
3.5.1 Population and Sampling 
The population that participates in the qualitative part of this study is Greek adult 
consumers having an average, annual integrated income of 20,000€. The 
demographics of the participants of the second stage of the survey is fully explained 
in section 3.5.3 
3.5.2 Qualitative Study 
The qualitative study is the first stage of the methodology. In this particular survey, 27 
individual interviews were conducted. 15 females and 12 males with different 
educational and marital status, took part. However, all of them were responsible for 
managing their expenses and making their decision based on what’s important to 
them.    
The questionnaire of the interviews was consisted of open-ended questions due to the 
fact that the answers should be guided or based on previous finding of the researcher. 
The questions focus more on examining: (1) the choice of consumers between 
imported and local products, (2) the impact of local and imported products’ marketing 
mix to consumers’ choice and finally (3) the countries of preferences based on criteria 
depicted by the interviewees. The Appendix provides the Questionnaire 1: 
Individual Interview Questionnaire.  
The main goal of the interviews was to record the participants choices, opinions and 
way of thinking. The guidelines depicted from their discussion would lead to a clear 
insight of how the basic quantitative questionnaire should be designed. The discussion 
gave the necessary feedback to perform differential analysis for the creation and 
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identification of the dimensions and sub-categories arose. In appendix, in Table 1: 
Differential Analysis there is a detailed list of the dimensions emerged as well as 
their scores.  
The participants’ answers led to the creation of five (5) main dimensions of the 
consumers perceptive; (a) product, (b) channel choice, (c) promotion, (d) Greek 
versus imported products and finally, (e) country of origin.     
The first dimension –the product- contains all the characteristics that consumers look 
for in their purchasing process. It seems, that even though the majority of consumers 
seek for quality products, the esthetics and country of origin and most importantly the 
price are considered to be crucial in the decision making process. Consumers tend to 
purchase products which balancing price and quality but most importantly suggest 
discounts and offerings. Since the purchasing habits are now limited, consumers want 
to purchase products with good esthetics like nice promotion tools, interesting 
features and packaging and of course the ideal balance between price and quantity. 
The country of origin gives them a certificate of the quality of the product.     
On Figure 1: Product dimensions it is presented how important is each of the sub- 
dimensions of PRODUCT to male and females participants 
 
Figure 1: Product dimensions  
The second dimension emerged was the channel choice. The majority of participants 
replied that they choose to visit a retail store rather than a website/ e-shop in order to 
cover their needs. Even though, it is considered to be the ideal solution for an easy 
access quality and price comparison channel, people seem to invest more in the 
atmospherics, the immediate delivery and the brand name status that a retail chain 
store have, no matter of the convenience.  
Now, about the dimension #3, the promotion; it is sub categorized into the source of 
information and the characteristics of the advertisements that lead to a positive 
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attitude or a negative one. On Figure 2: Feedback source it is shown that against all 
odds that in the era of technology, the worldwide web would the leader, it seems that 
people still rely on the word of mouth and the importance of the experience.    
 
Figure 2: Feedback source 
The majority of consumers don’t pay attention to advertisements due to lack of trust. 
However they enjoy them and even consider them as a source of information (they are 
not conceive just by watching them), when the advertisements are of short length with 
fanny and relevant to the product use concept and of course when the actors are 
children. Consumers prefer to watch advertisements about imported products which 
are not customized as they can understand better the philosophy of the products and 
the image of the firms and finally seek to recall memories or create warm feelings 
through them. Adverts which are spams or have sexual or underestimate the human 
brain can even lead to exact opposite result of the one expected; to create negative 
feeling for the promoted product.     
Participants were asked to choose between Greek and imported products and why 
they did the specific choice. All of the interviewees replied that they purchase both 
products but they prefer the Greek ones more in order to support the Greek economy. 
They also usually seek for traditional Greek elements in their purchases or feel that 
Greek companies use purer raw materials increasing their trustworthy. However, 
when they seek for products of expertise of new ideas –still not implemented in local 
markets- in great assortments they have to turn to imports.  
On the last dimension lays the country of origin. Even though, it was included as a 
straightforward question, the majority of the participants wanted to express their 
preference in the country they trust the most in products which are important to them. 
On Figure 3: Country of origin is showed in detail which are these countries are and 
for which product category.  
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Figure 3: Country of origin 
In general, the interviews confirmed what was claimed in the Background Analysis; 
consumers determine in a great range the success or failure of the imported and 
domestic products depending on their needs and perceive value. 
Through observation, it can be said that participants seek to find products that can 
multi combine features. Even if discounts and offerings are crucial in the country 
which experiences the economic crisis so intensively, consumers still seek for quality 
and the special sorts that will add value to their everyday life. They still enjoy the 
process of buying and this is why they prefer to visit a retail store rather than an e-
shop but under the condition that no matter how low the level of convenience is, the 
quality and the value of the product will correspond to their expectations.  
 
3.5.3 Quantitative Study 
Pilot Study   
After analyzing the qualitative data and record the emerging dimensions, we move to 
the next stage of the methodology the quantitative research which initially was 
conducted by Questionnaire 2: Pilot Quantitative Questionnaire. It was 
administered in 10 candidates in a trial mode, in order to assure the reliability of the 
questionnaire and whether or not correspond to the objectives of the study.  
The result was reassuring for this decision. Drawbacks emerged and therefore a 
second one was created (fully detailed later on the chapter). As for the pilot one, the 
questions were not comprehensible and participants were confused over the meaning 
or importance of specific questions. Also the structure was not direct and the 
exploitation of the results would be confusing and not efficient.  
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Sampling 
Participants of the quantitative survey were both male and females; however the 
selection was random in order to set direct characteristics that are correlated with each 
sex. 110 questionnaires were created and administered to adults of all educational 
status and with no discrimination of their income.  
 
3.6 Data Analysis 
In Table 2: Stata Data are the tables of the analyzed data in detail.  The majority of 
the participants were females in the age group of 18-24 and 42.9% of them were 
having a University degree while living in by themselves.   
  QUESTION 1 
Participants, in the first questions should anwser on which are there three (3) basic 
citeria for their purchsing habits. The 30% chose the price of the product, followed by 
the ulity (24%) and the brand name (12.3%). 
Both men and women also seem to have a trend towards the special features of the 
products especially in the first age group having a University degree.  
  QUESTION 2 
The second question is sub-divided in 4 new categories.  
• To the first one, consumers declaired that are neutral on whether they spend 
only to purchase the necessary goods and not something that just adds value to 
their everyday life. 48,4% of the women are wave especially in the age range 
of 18-24. Bigger ages (15,4% of the sample) are more aware of their purchase 
and choose only the necessary. Only a vary small percentage admits that this 
sentace is not accurate. 
• Through observation, it can be said that males are more keen on gadgets and 
on technology innovation. Indeed 20% of the population consists of men agree 
that purchase innovative products. females couldn’t decide on either agree or 
disagree replying that they are neutral but have the tendancy to agree and to 
disagree. Four member families or people living by themselves also are neutral 
but with a tendecy to agree. 
• Participants were possitive towards the fashion of trying new ideas. Both 
males and females of all ages. However there is asmall incline of the negative 
percentage in no-children families, but the percentage is still low.  
• As we have seen so far, price is important for the participants. However, even 
if the majority of both males and females of the first two age categoreis and of 
all educational background,  tend to purchase products on discount, a 
significant percentage of young women are not that sure that the keep on this 
track all the time.  
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  QUESTION 3  
People choose to visit a retail store for their purchases for multiple reasons. The 2 
main ones, with a vary small difference form the three other criteria, next in the 
ranking, are the trustworthy & the quality of the products consumers feel due to the 
brand that is hiding behind the layout. Next in the ranking, “easy access” and “price-
offers” claim that  Consumers living by themselves pay a greater importance in the 
price rather thatn the other factors.  
  QUESTION 4 
57% of the participantas in the age group 18-44 who live in single or four-member 
families claim that the number one reason for visiting an e-shop is the prices and 
offers. Younger people find a big assortment on internet that attracts them in contrary 
to ages between 55-65+ who don’t prefer using it.  
  QUESTION 5 
This question was an open ended question concernig the reason why people choose 
another source of purchasing additional to the retail store and the internet. There was 
no significant responses.  
  QUESTION 6 
What is the tool people use to get infomed? The internet is the basic source of 
information followed by TV and the word of mouth at the same percentage. Younger 
people have the tendency to pay attention to what other people say of suggest them. 
Also four-member families with two kids seem to listen to the TV rather thatn the 
other people.   
  QUESTION 7 
• 50% of the participants claim that are neutral on whether tey are afffeced of 
the advertisments, followed by the% who strongly denied paying attention to 
them. Younger people or families are strongly agaist the affect of 
advestisements on them. 
•  41% believe that advertismenet is only a tool to get informed rather than be 
affected. Both sexes have the same opinion but more females seem to be 
neutral. The higher the education level the bigger the percentage of people 
who belibe that advertisement fail to inform (15%). Also big families with 
kids share the same opinion to the last ones.  
• Males don’t trust the advertismenets or are neutral towards them. Females on 
the other hand are neutral but with a big tendency to believe on them. the 
bigger the age the lower the percentage of trust.  
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  QUESTION 8 
But which are the criteria for people to be positive towards a commercial, when they 
feel like want to pay attention to? 
44.5 % want to see smart concepts with small length (28,5%) and informative concept 
(17,5%). Bigger families though trust that a advertisement should be informative and 
given less attention to the duration.  
 
 
  QUESTION 9 
People have different perspective of what is irritating in an advertisement sharing 
their choices in many options. 27.7% don’t like an extensive advertisement and 25.4% 
advertisement not directly related to the product. Close to the second option (21%) a 
not racist-free advertisement. The age group 25-34 gives a more attention the content 
to big brief and related to the product. The distribution of the results is not so 
distinctly separated for people who have a University degree. People having two kids 
also pay attention to a realistic concept.  
  QUESTION 10 
42.5% of the repliers want to support the Greek economy by purchasing Greek local 
products. 23.5% even believe that Greek products are of high quality and do this 
choice consciously. 
   QUESTION 11 
31% of the participants believe that imported products are offered in better prices and 
they are more innovative (27.5%). Younger ages and four member families also 
believe that the assortment is of higher level. 
  QUESTION 12 
Language orientation is the reason most participants would like the imported products 
to be customized to the Greek reality. Also people living in 4 member families believe 
that the most important reason is the willingness of the foreign firms to cope with the 
Greek culture.  
  QUESTION 13 
The country of origin seems to be a matter of expertise. 24% participates replied that 
they choose foreign products due to the technological know-how. However, people 
living by themselves claim that is not only about the knowledge but for the new ideas, 
difficult to find in Greek products. 
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  QUESTION 14 
Both males and females replied that the service quality of the imported products is of 
higher level. There is combination of higher quality service and prices for all 
categories of participants.  
  QUESTION 15 
The vast majority of the participants prefer to choose Greek products for their diet. 
The following Figure 4: Countries shows the preferences for each country and each 
category of the products.  
 
Figure 4: Countries 
  For all the product categories people’s replies, based on the demographics, 
have deviation.  
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3.7 Findings 
The survey showed that the participants pay an extra attention to the prices and offers. 
However, quality and feeling safe with their choice is the No. 1 priority. This is the 
reason why they prefer to spend on quality products from retail store of their trust, 
especially when these stores are linked with a strong brand name.  
People don’t pay so much attention to the country of origin but this is not the case for 
all product categories. Since, the country of origin is considered to be a certificate of 
technological knowledge, quality, price and expertise (based on the qualitative 
research), people tend to be aware of whether to choose export and local products. 
Diet is an important product category and Greece is the country of trust. People 
claimed in the interviews that since the majority of food has to be fresh, local markets 
are the ideal solution.  Also Greek industries, due to the familiarity image, are more 
trusted in the pureness of their ingredients.  
In most of the product categories the participants prove that they want to support the 
Greek economy as they choose Greece to cover their needs even if the survey showed 
that new ideas and innovation is believed to be the issue for the imports.  
The replies from both quantitative and qualitative showed that Greeks love new ideas. 
However, the tradition seems to be an undeniable criterion as, even if it is showed that 
new ideas and technological innovation are more that welcome, the participants are 
not so much interested in meeting new cultures and prefer products that are the most 
popular and dispose characteristics of the countries that Greek is related to.    
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4. Conclusion   
This study showed that Greek participants’ choices correspond to Buzzell’s claim 
(1968) that standardization could be deliberating for a firm if the implication of the 
marketing mix take place in countries with similarities (Gilani and Razeghi, 2010).  
The size of the company as well as the brand name define which characteristics each 
firm should focus on in order to be successful in the host market; big companies 
should use “company- owned” channels to eliminate the expenses and use a 
concentration strategy and apply some adaptations in the products and the positioning 
to correspond to each market’s needs (Cavusgil and Kirpalani, 1993). The same 
source claims that smaller companies should try using independent distribution 
channels to avoid the pressure of well established companies in the market and should 
focus on a bigger number of markets promoting one product at a time.  
However, there is a controversial issue when it comes to the strategy and policy that a 
company should apply when it decides to go abroad. Researchers like Sustar (2007) 
claim that an international firm should offer a product adjusted to the needs of is 
costumers, which their different characteristics, needs, desire. On the other hand, 
Levitt (1983, cited in Sustar, 2007) states that companies should also be consistent to 
the way the marketplace has ended up to be; “standardized and homogenous”. The 
researcher, believe that standardized product should be offered in order for the 
companies to have more gain than loses from the reduced cost in the production and 
marketing department.  
An end to this debate is given by Ryans, Griffith and White (2003) who highlight that 
it is important not to choose adaptation or standardization as the exporting marketing 
strategy, but to determine the degree of adaptation in both strategies when necessary. 
The need of extensive customization derives from the fact that many export markets 
have distinctive characteristics that are crucial for the success of product (Theodosiou 
and Leonidou, 2003 cited in Hultman, Robson and Katsikeas, 2009).   
This project showed that since Greece is a European country, is affected and linked 
with a wide range of cultures. There are main differences but similarities as well. This 
is why Greeks choose European and American products for products that are 
important to them but Japan and China are a choice only of technological offers. So, 
when a firm exports to Greece, should make some adjustments only in language (in 
order for everyone to be understandable). There are other characteristics that are 
important to according to participants; special feature, prices and quality. The word of 
mouth is still a great source of information. Linked with an impressive and qualified 
store that the imported goods will be displayed could be attractive and lead to a 
success for the firm and complete satisfaction to conusmers.  
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6. Appendix 
 
Questionnaire 1: Individual Interview Questionnaire 
Individual Interview Questionnaire 
1. What are the characteristics of the products you choose? 
 ·        Is there a priority or hierarchy? 
2. Based on what criteria do you choose the products that you will purchase and consume? What determines these criteria?  
 ·        Is there a priority or hierarchy? 
3. Do you choose to purchase and consume imported products? 
 ·        Why? 
 ·        Are you satisfied? 
4. What characteristics of these imported products attract you and which abominate you the most?  
 ·        Which one would you change? Why? 
5. Do you pay attention to the country of origin when you purchase and consume products?  
6. Which is the country which you trust the most for your purchases? 
7. Which distribution channel do you choose for your purchases? Which are the criteria that lead to this choice? 
8. Which medial tools do you use to get informed for the available products?  
9. Does advertisement affect you? In Which way?  
10. Which are characteristics of the advertisements that attract you? 
11. Which advertisements abominate you? 
12. How do you feel about standardized products? 
 ·         Would you change them into a more native sense? 
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Questionnaire 2: Pilot Quantitative Questionnaire 
Message towards the participants: 
My name is Sofia Salti and I am student in International Hellenic University. Today I 
conduct a survey about the consuming habits and preferences in the imported products 
of the Greek consumers and I would like you to ask for your opinion as well. The 
information that you will give will remain strictly confidential and will be used only 
for statistical analysis. Thank you in advance. 
 
Please note using the R  
Sex Age Education  
Male o  18-24 o  PhD / Master Degree o  
Female o  25-34 o  Bachelor Degree  o  
  25-44 o  Degree in 
professional School 
o  
  45-54 o  High School graduate o  
  55-64 o  Junior High School 
graduate 
o  
  65+ o  Graduate of Primary 
Education 
o  
 
Family Members Number of kids 
1 o 0 o 
2 o 1 o 
3 o 2 o 
4 o 3 o 
5 o 4 o 
>6 o >5 o 
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1. Which are the 3 basic criteria that determine your purchases?  
o Packaging 
o Promotion 
o Country of origin 
o Quality 
o Special features 
o Price 
o Offers 
o Degree of innovation 
o Brand name 
o Utility 
o Others.... 
2. Who is responsible for fulfilling the household needs? 
o Myself 
o Husband/ Wife 
o Children 
o Other….. 
3. In what degree the following sentences express you?  
• I rather purchase what is absolutely necessary  
o Agree o Disagree o Neutral 
• I spend money on innovative products, if they add value to my everyday life 
o Agree o Disagree o Neutral 
• I enjoy trying new products and ideas  
o Agree o Disagree o Neutral 
• I  purchase the products of my choice based on prices and offers 
o Agree o Disagree o Neutral 
4. Which are the 2 basic criteria to choose native products?  
o Trust 
o Quality 
o Price 
o Support native economy 
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o Traditional ideas  
o Bigger tradition in the market 
o Easier access 
o Assortment  
o Other….. 
5. Which are the 2 basic criteria to choose imported products? 
o Trust 
o Quality 
o Price 
o Assortment  
o New ideas- innovation 
o Bigger tradition in the market 
6. Why do you use each of the following distribution means for your purchases? 
Retail Store (2 choices) 
o Assortment 
o Convenience- easy access 
o Convenience in payment methods 
o Reliability 
o Products quality 
o Personal Relationships 
o I don’t choose retail stores for my purchases 
o Price – offerings  
o Expertise   
o Atmospherics  
o Other…… 
Internet (2 choices) 
o Assortment 
o Convenience- easy access 
o Convenience in payment methods 
o Reliability 
o Products quality 
o Personal Relationships 
o I don’t choose retail stores for my purchases 
o Price – offerings  
o Expertise   
o Atmospherics  
o Other…… 
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Other channel …………………….(2 choices) 
o Assortment 
o Convenience- easy access 
o Convenience in payment methods 
o Reliability 
o Products quality 
o Personal Relationships 
o I don’t choose retail stores for my purchases 
o Price – offerings  
o Expertise   
o Atmospherics  
o Other…… 
7. What is the media tool you choose for you to get informed? (one choice) 
o TV  
o Press  
o Radio  
o Internet  
o Other (describe) ………….. 
8. To what degree the following sentences express you?  
• I am affected by the advertisements  
o Agree o Disagree o Neutral 
• Advertisements have an informative role to me 
o Agree o Disagree o Neutral 
• I don’t pay attention to advertisements because I don’t trust them 
o Agree o Disagree o Neutral 
9. Which are the 2 basic criteria to be positive towards an advertisement? 
o Small length 
o Smart concept 
o Artistic result 
o Realistic Concept 
o Informative concept 
o Promote native culture 
o Promote a foreign way of living  
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10. When the country of origin is your criteria for a purchase, I choose the country based on (2 choices):  
o Trust 
o Tradition 
o Area of expertise 
o Availability in my country  
o Price 
o Other….. 
11. Choose the counties of your purchase choices 
 
 
 
 
 
 
 
 
 
 
Food & 
Beverages 
o Greece  
o China 
o Japan 
o Germany 
o Spain 
o Sweden 
o Norway 
o Turkey 
o Switzerland  
o Netherlands 
o America  
o Other… 
Household 
products 
o Greece  
o China 
o Japan 
o Germany 
o Spain 
o Sweden 
o Norway 
o Turkey 
o Switzerland  
o Netherlands 
o America  
o Other… 
 
Medical & 
health products 
o Greece  
o China 
o Japan 
o Germany 
o Spain 
o Sweden 
o Norway 
o Turkey 
o Switzerland  
o Netherlands 
o America  
o Other… 
o  
Apparel & 
Furniture  
o Greece  
o China 
o Japan 
o Germany 
o Spain 
o Sweden 
o Norway 
o Turkey 
o Switzerland  
o Netherlands 
o America  
o Other… 
o  
Electronics & 
Gadgets 
o Greece  
o China 
o Japan 
o Germany 
o Spain 
o Sweden 
o Norway 
o Turkey 
o Switzerland  
o Netherlands 
o America  
o Other… 
o  
Thank you for your participation!! 
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Questionnaire 3: Final Quantitative Questionnaire 
Message towards the participants: 
Good morning/ Good afternoon. My name is Sofia Salti and I am student in 
International Hellenic University. Today I conduct a survey about the consuming 
habits and preferences in the imported products of the Greek consumers and I would 
like you to ask for your opinion as well. The information that you will give will 
remain strictly confidential and will be used only for statistical analysis. Thank you in 
advance. 
 
Please note using the R  
Sex Age Education 
Male o  18-24 o  PhD / Master Degree o  
Female o  25-34 o  Bachelor Degree o  
  25-44 o  
Degree in 
professional School 
o  
  45-54 
o  
High School graduate 
o  
  55-64 o  
Junior High School 
graduate 
o  
  65+ o  
Graduate of Primary 
Education 
o  
 
Family Members If you are 
a student and live by yourself 
choose the first option 
Number of kids 
1 o 0 o 
2 o 1 o 
3 o 2 o 
4 o 3 o 
5 o 4 o 
>6 o >5 o 
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6. Which are the 3 basic criteria that determine your purchases?  
o Packaging 
o Promotion 
o Country of origin 
o Quality 
o Special features 
o Price 
o Offers 
o Degree of innovation 
o Brand name 
o Utility 
7. In what degree the following sentences express you?  
• I rather purchase what is absolutely necessary  
o Agree o Neutral o Disagree 
• I spend money on innovative products, if they add value to my everyday life 
o Agree o Neutral o Disagree 
• I enjoy trying new products and ideas  
o Agree o Neutral o Disagree 
• I  purchase the products of my choice based on prices and offers 
o Agree o Neutral o Disagree 
8. Which are the 2 basic criteria to choose to visit a retail store for your 
purchase?   
o Assortment 
o Easy Access 
o Convenient Payment Methods 
o Trustworthy  
o Quality of the products 
o Personal Relationship with staff 
o Price- offers 
o Expertise 
o Esthetics/ environment 
o I don’t choose a retail store for my purchases 
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9. Which are the 2 basic criteria to surf to the internet for your purchases?  
o Assortment 
o Easy Access 
o Convenient Payment Methods 
o Trustworthy  
o Quality of the products 
o Personal Relationship with staff 
o Price- offers 
o Expertise 
o Esthetics/ environment 
o I don’t choose the internet for my purchases 
10. Do you choose a different distribution channel other than the retail store or 
the internet? Why? 
………………………………………………………………………………………
………………………………………………………………………………………
………………………………………………………………………………………
………………………………………………………………………………………
……………………………………………………………………………………… 
11. What is the BASIC media tool you choose to get informed? (one choice) 
o TV  
o Internet  
o Radio  
o Press 
o Word of mouth 
12. To what degree the following sentences express you?  
• I am affected by the advertisements  
o Agree o Neutral o Disagree 
• Advertisements have ONLY an informative role to me 
o Agree o Neutral o Disagree 
• I don’t pay attention to advertisements because I don’t trust them 
o Agree o Neutralo Disagree 
13. Which are the 2 basic criteria to be positive towards an advertisement? 
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o Small length 
o Smart concept 
o Artistic result 
o Informative concept 
o Promote native culture 
o Promote a foreign way of living  
o The actors convince me 
14. Which are the 2 basic criteria to be negative towards an advertisement?  
o Extensive 
o Sexual content 
o Racist content 
o Non- realistic concept 
o Not related to the product use 
o Promote a foreign culture 
15. Which are the 2 basic reasons to choose local- Greek products over imported 
ones? 
o Trustworthy 
o Quality 
o Price 
o Support Greek economy 
o Traditional products 
o Bigger assortment 
o Easy access 
16. Which are the 2 basic reasons to choose imported products? 
o Trustworthy 
o Quality 
o Price 
o More options 
o New ideas- innovation 
o Experience 
o Meet a foreign culture 
17. I want the imported products to be adjusted to Greek reality because: 
o Try to understand Greek culture 
o Seem familiar 
o Understandable usage 
18. I DON’T want the imported products to be adjusted because: 
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o Meet a foreign culture 
o Pay attention to the experience and technology of international market 
o New ideas 
19. The country of origin of the imported products I purchase depends on: 
o Esthetics 
o Technology 
o Experience 
o Tradition/ culture 
o Expertise 
o Service quality 
o Price 
20. Choose the counties of your purchase choices (unlimited options): 
 
 
 
 
 
 
 
 
 
 
Food & 
Beverages 
o Greece  
o China 
o Japan 
o Germany 
o Spain 
o Sweden 
o Norway 
o Turkey 
o Switzerland  
o America 
o Italy 
o France  
o I don’t pay attention 
Household 
products 
o Greece  
o China 
o Japan 
o Germany 
o Spain 
o Sweden 
o Norway 
o Turkey 
o Switzerland  
o America 
o Italy 
o France  
o I don’t pay attention 
 
Medical & 
health products 
o Greece  
o China 
o Japan 
o Germany 
o Spain 
o Sweden 
o Norway 
o Turkey 
o Switzerland  
o America 
o Italy 
o France  
o I don’t pay attention 
 
Apparel & 
Furniture  
o Greece  
o China 
o Japan 
o Germany 
o Spain 
o Sweden 
o Norway 
o Turkey 
o Switzerland  
o America 
o Italy 
o France  
o I don’t pay attention 
 
Electronics & 
Gadgets 
o Greece  
o China 
o Japan 
o Germany 
o Spain 
o Sweden 
o Norway 
o Turkey 
o Switzerland  
o America 
o Italy 
o France  
o I don’t pay attention 
 
Thank you for your participation!! 
Personal Care 
o Greece  
o China 
o Japan 
o Germany 
o Spain 
o Sweden 
o Norway 
o Turkey 
o Switzerland  
o America 
o Italy 
o France  
o I don’t pay attention 
 
 Table 1: Differential Analysis 
Individual Interview Dimensions 
  Category Constructs Sum % Interviews F (15) 
M 
(12)  
1 Product 
Selecting a product to fullfil needs and desires 
based on a series of characteristics that add value 
to their choice      
1.1 Quality      
  High quality that correspond to the expectations   13 6 7 
  
High Quality only in products that is important for 
the conusmers   17 10 7 
  Summary        1,86    30    
1.2 Esthetics- packaging          
  Special features   10 4 6 
  Special Design   15 7 8 
  Greek elements in packaging   17 9 8 
  Foreign elements in pachaging   9 5 4 
  Appropriate promotion   13 7 6 
  Appropriate quantities   17 10 7 
  Summary        5,02    81    
1.3 Brand name          
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  Firm with history   14 7 7 
  Foreign Firm   24 13 11 
  Chain stores   12 8 4 
  Summary        3,10    50    
1.4 Country of origin           
  Products from countries expertise in each field    24 13 11 
  Greek products to support the economy   22 11 11 
  For not important products it doesn't matter   20 10 10 
  Greek products to feel trust    13 5 8 
  
Products from countries with history and tradition 
in a specific field.   16 7 9 
  Summary        5,88    95    
1.5 Utility           
  Useful in the everyday life   7 4 3 
  Give a luxurious sense    12 7 5 
  Durable through time   22 10 12 
  Nothing that is not necessary   2 2 0 
  Summary        2,66    43    
1.6 Price           
  Balance between price and features   18 8 10 
  Balance between price and quality   26 14 12 
  Offerings   18 10 8 
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  Adjustment to Greek reality   23 13 10 
  
Should correspond to the brand name and not to the 
quality   27 15 12 
  Summary        6,93    112    
2. Channel Choice 
Selecting an "interdependent organization that is 
participating in the process of making a product or 
service available for use or consumption"(Kotler 
and Keller, 2000).  
          
2.1 Retail Store      
  Malls for multiple choices   13 7 6 
  Like to see a store with full shelves   22 12 10 
  Status store   12 8 4 
  No matter the distance   13 8 5 
  Local markets for convinience   13 6 7 
  Experts who can advice- trust   12 7 5 
  Brand name- trust   24 13 11 
  Personal realtionships   20 12 8 
  Immediate Delivery   16 7 9 
  Security in economic transactions   23 13 10 
  Summary      10,40    168    
2.2 Internet           
  Lower prices   10 5 5 
  Bigger assortment   15 9 6 
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  Price and Quality comparison   15 8 7 
  Easy access   17 9 8 
  Easier payment methods   12 5 7 
  Summary        4,27    69    
3. Promotion How consumers perceive the promotional tools and from which source do they seek for information           
3.1 Feedback      
  Internet   16 8 8 
  TV   11 7 4 
  Word of Mouth   27 15 12 
  Experts solutions   12 7 5 
  Magazines   16 12 4 
  Visit the market   15 7 8 
  Summary        6,01    97    
3.2 Advertisement characteristics           
3.2.1 Positive attitude      
  Short in length   19 10 9 
  Funny   13 6 7 
  Relevant to the product use   17 8 9 
  
Original foreign adverts (no adjustments- except for 
the language)   21 11 10 
  Create feeling and recall good memories   10 7 3 
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  Not an ordinary- expected concept   16 9 7 
  Persuative actors or children   13 8 5 
  Realistic concept   5 2 3 
  
Promote the utility of the product wihtout the use of 
persuative methods   8 6 2 
  Music of their taste   7 3 4 
  Artistic result- like small exclusive movies   8 5 3 
  Summary        8,48    137    
3.2.2 Negative attitude            
  Concept based on sexuality    24 13 11 
  Underestimate human brain   27 15 12 
  
Promote a foreing coulture not adjusted to Greek 
habits- eg. Bollywood   18 12 6 
  Spams   25 13 12 
  Summary        8,36    135    
3.3 Influence           
  They don’t trust the content   21 10 11 
  
Only feedback- do their own research after they 
have the information   23 13 10 
  
They may even don't buy the product if they are 
irretated by the content   10 6 4 
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  Summary        9,16    148    
4.  Greek vs Imported  Why consumers choose Greek producst over imported ones and vice versa           
4.1 Greek      
  Support the Greek economy   25 14 11 
  Traditional element   13 9 4 
  Familiar feel in packaging and promotion   8 3 5 
  Trust due to the use of pure elements   25 14 11 
  Food which need to be fresh   27 15 12 
  Summary        6,07    98    
4.2 Imported products           
  Only products used over and over- tested   15 6 9 
  Assortment   27 15 12 
  Trust due to big market share   20 9 11 
  Products require expertise and technology   26 14 12 
  
New ideas- before Greek companies implement 
them   14 6 8 
  Summary        6,32    102    
5. Country of origin Which is the country of origin for the products which are important in consumers' lives           
5.1 Pharmaceuticals           
  England   14 6 8 
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  Switzerland   4 0 4 
  Summary        1,11    18    
5.2  Diet           
  Greece   27 15 12 
  Holland   5 2 3 
  Germany   20 12 8 
  Summary        3,22    52    
5.3  Household products           
  Germany   23 13 10 
  Greece   10 6 4 
  Summary        2,04    33    
5.4 Personal Care products           
  France   20 13 7 
  America   25 14 11 
  Switzerland   6 4 2 
  Summary        3,16    51    
5.5 Technology, gadgets, cars           
  Germany   27 15 12 
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  China   8 2 6 
  Japan   22 12 10 
  Summary        3,53    57    
5.6 Clothes & furniture           
  Italy   23 13 10 
  Spain   16 14 2 
  Summary        2,41    39    
  TOTALS  100,00    1615       
Table 2: Stata Data 
DEMOGRAPHICS 
. tabulate age 
         age |      Freq.     Percent        Cum. 
------------+----------------------------------- 
          1 |         66       60.00       60.00 
          2 |         25       22.73       82.73 
          3 |          7        6.36       89.09 
          4 |          7        6.36       95.45 
          5 |          2        1.82       97.27 
          6 |          3        2.73      100.00 
------------+----------------------------------- 
      Total |        110      100.00 
 . tabulate sex 
         sex |      Freq.     Percent        Cum. 
------------+----------------------------------- 
          1 |         49       44.55       44.55 
          2 |         61       55.45      100.00 
------------+----------------------------------- 
      Total |        110      100.00 
 . tabulate education 
   education |      Freq.     Percent        Cum. 
------------+----------------------------------- 
          1 |         13       11.82       11.82 
          2 |         60       54.55       66.36 
          3 |         12       10.91       77.27 
          4 |         20       18.18       95.45 
          5 |          2        1.82       97.27 
          6 |          3        2.73      100.00 
------------+----------------------------------- 
      Total |        110      100.00 
 . tabulate family 
      family |      Freq.     Percent        Cum. 
------------+----------------------------------- 
          1 |         47       42.73       42.73 
          2 |         13       11.82       54.55 
          3 |          6        5.45       60.00 
          4 |         36       32.73       92.73 
          5 |          8        7.27      100.00 
------------+----------------------------------- 
      Total |        110      100.00 
 tabulate sex age 
            |                          age 
       sex |         1          2          3          4          5 |     Total 
-----------+-------------------------------------------------------+---------- 
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         1 |        22         14          4          5          1 |        49  
         2 |        44         11          3          2          1 |        61  
-----------+-------------------------------------------------------+---------- 
     Total |        66         25          7          7          2 |       110  
 
            |    age 
       sex |         6 |     Total 
-----------+-----------+---------- 
         1 |         3 |        49  
         2 |         0 |        61  
-----------+-----------+---------- 
     Total |         3 |       110  
 tabulate sex education 
            |                       education 
       sex |         1          2          3          4          5 |     Total 
-----------+-------------------------------------------------------+---------- 
         1 |         9         21          7          9          0 |        49  
         2 |         4         39          5         11          2 |        61  
-----------+-------------------------------------------------------+---------- 
     Total |        13         60         12         20          2 |       110  
 
            | education 
       sex |         6 |     Total 
-----------+-----------+---------- 
         1 |         3 |        49  
         2 |         0 |        61  
-----------+-----------+---------- 
     Total |         3 |       110  
 bulate sex family 
            |                         family 
       sex |         1          2          3          4          5 |     Total 
-----------+-------------------------------------------------------+---------- 
         1 |        19          5          1         16          8 |        49  
         2 |        28          8          5         20          0 |        61  
-----------+-------------------------------------------------------+---------- 
     Total |        47         13          6         36          8 |       110  
 
QUESTION 1 
tabulate PRO 
       PRO |      Freq.     Percent        Cum. 
------------+----------------------------------- 
          1 |         18        5.45        5.45 
          2 |         20        6.06       11.52 
          3 |         24        7.27       18.79 
          4 |          1        0.30       19.09 
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          5 |         27        8.18       27.27 
          6 |         91       27.58       54.85 
          7 |         30        9.09       63.94 
          8 |         10        3.03       66.97 
          9 |         37       11.21       78.18 
         10 |         72       21.82      100.00 
------------+----------------------------------- 
      Total |        330      100.00 
 tabulation of sex by pro_crit 
            |                                                     pro_crit 
       sex |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |         8          7         10          0         13         38         12          7         16         36 |       
147  
         2 |        10         13         14          1         14         53         18          3         21         36 |       
183  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        18         20         24          1         27         91         30         10         37         72 |       
330  
 tabulation of age by pro   
            |                                                     pro_crit 
       age |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        11         17         13     1         16         56         17          4         22         41 |       
198  
         2 |         6          2          3          0          7         20          6          3         12         16 |        75  
         3 |         1          1          2          0          2          4          2          1          2          6 |        21  
         4 |         0          0          2          0          1          7          4          2          1          4 |        21  
         5 |         0          0          2          0          0          2          0          0          0          2 |         6  
         6 |         0          0          2          0          1          2          1          0          0          3 |         9  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        18         20         24          1         27         91         30         10         37         72 |       
330  
  tabulation of education by pro   
            |                                                     pro_crit 
 education |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |         3          1          3          0          4         12          3          2          5          6 |        39  
         2 |        10         11     12          0         17         50       15      6         22         37 |       180  
         3 |         2          5          5          0          2          9          2          0          1         10 |        36  
         4 |         3          3          2          1          3         16          7          2          8         15 |        60  
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         5 |         0          0          1          0          1          1          1          0          1          1 |         6  
         6 |         0          0          1          0          0          3          2          0          0          3 |         9  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        18         20         24          1         27         91         30         10         37         72 |       
330  
 
 . tab2 family pro 
 -> tabulation of family by pro   
            |                                                     pro_crit 
    family |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |         5         10          8          1         10         40         14          8         13         32 |       
141  
         2 |         3          1          3          0          1         12          5          1          7          6 |        39  
         3 |         1          3          2          0          2          5          1          0          2          2 |        18  
         4 |         8          6         10          0         12         28          8          1         10         25 |       
108  
         5 |         1          0          1          0          2          6          2          0          5          7 |        24  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        18         20         24          1         27         91         30         10         37         72 |       
330  
 
 
QUESTION 2 
  mean necessary 
 Mean estimation                     Number of obs    =     110 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
   necessary |   1.790909   .0534006      1.685071    1.896747 
-------------------------------------------------------------- 
 tabulation of sex by necessary   
            |            necessary 
       sex |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        16         27          6 |        49  
         2 |        15         44          2 |        61  
-----------+---------------------------------+---------- 
     Total |        31         71          8 |       110  
  tabulation of age by necessary   
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           |            necessary 
       age |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        14         49          3 |        66  
         2 |         6         17          2 |        25  
         3 |         3          3          1 |         7  
         4 |         4          2          1 |         7  
         5 |         1          0          1 |         2  
         6 |         3          0          0 |         3  
-----------+---------------------------------+---------- 
     Total |        31         71          8 |       110  
 tabulation of education by necessary   
            |            necessary 
 education |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         3          7          3 |        13  
         2 |        13         44          3 |        60  
         3 |         5          7          0 |        12  
         4 |         8         11          1 |        20  
         5 |         0          1          1 |         2  
         6 |         2          1          0 |         3  
-----------+---------------------------------+---------- 
     Total |        31         71          8 |       110  
 
 . tab2 family necessary 
 -> tabulation of family by necessary   
            |            necessary 
    family |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        13         32          2 |        47  
         2 |         5          7          1 |        13  
         3 |         1          5          0 |         6  
         4 |        12         20          4 |        36  
         5 |         0          7          1 |         8  
-----------+---------------------------------+---------- 
     Total |        31         71          8 |       110  
 
 
 
QUESTION 2B 
  tab2 sex innovation 
 -> tabulation of sex by innovation   
            |            innovation 
       sex |         1          2          3 |     Total 
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-----------+---------------------------------+---------- 
         1 |        23         19          7 |        49  
         2 |        12         41          8 |        61  
-----------+---------------------------------+---------- 
     Total |        35         60         15 |       110  
 . tab2 age innovation 
 -> tabulation of age by innovation   
            |            innovation 
       age |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        19         39          8 |        66  
         2 |         7         15          3 |        25  
         3 |         2          3          2 |         7  
         4 |         4          2          1 |         7  
         5 |         1          0          1 |         2  
         6 |         2          1          0 |         3  
-----------+---------------------------------+---------- 
     Total |        35         60         15 |       110  
 tab2 education innovation 
 -> tabulation of education by innovation   
            |            innovation 
 education |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         6          5          2 |        13  
         2 |        19         34          7 |        60  
         3 |         5          5          2 |        12  
         4 |         5         12          3 |        20  
         5 |         0          2          0 |         2  
         6 |         0          2          1 |         3  
-----------+---------------------------------+---------- 
     Total |        35         60         15 |       110  
 
 . tab2 family innovation 
 -> tabulation of family by innovation   
            |            innovation 
    family |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        14         27          6 |        47  
         2 |         3          8          2 |        13  
         3 |         1          3          2 |         6  
         4 |        14         19          3 |        36  
         5 |         3          3          2 |         8  
-----------+---------------------------------+---------- 
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     Total |        35         60         15 |       110  
 tab2 kids innovation 
 -> tabulation of kids by innovation   
            |            innovation 
      kids |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         0 |        21         43          9 |        73  
         1 |         1          1          0 |         2  
         2 |        11         12          6 |        29  
         3 |         2          3          0 |         5  
         4 |         0          1          0 |         1  
-----------+---------------------------------+---------- 
     Total |        35         60         15 |       110  
 
 
 
QUESTION 2C 
  tabulation of sex by new   
            |               new 
       sex |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        20         23          6 |        49  
         2 |        20         34          7 |        61  
-----------+---------------------------------+---------- 
     Total |        40         57         13 |       110  
 
 tab2 age new 
 -> tabulation of age by new   
            |               new 
       age |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        23         37          6 |        66  
         2 |         9         14          2 |        25  
         3 |         2          4          1 |         7  
         4 |         3          2          2 |         7  
         5 |         1          0          1 |         2  
         6 |         2          0          1 |         3  
-----------+---------------------------------+---------- 
     Total |        40         57         13 |       110  
 
 tabulation of education by new   
            |               new 
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 education |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         5          6          2 |        13  
         2 |        18         37          5 |        60  
         3 |         6          4          2 |        12  
         4 |        10          9          1 |        20  
         5 |         1          1          0 |         2  
         6 |         0          0          3 |         3  
-----------+---------------------------------+---------- 
     Total |        40         57         13 |       110  
 
 . tab2 family new 
 -> tabulation of family by new   
            |               new 
    family |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        16         23          8 |        47  
         2 |         2          9          2 |        13  
         3 |         2          3          1 |         6  
         4 |        18         16          2 |        36  
         5 |         2          6          0 |         8  
-----------+---------------------------------+---------- 
     Total |        40         57         13 |       110  
  tabulation of kids by new   
            |               new 
      kids |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         0 |        22         40         11 |        73  
         1 |         0          2          0 |         2  
         2 |        15         12          2 |        29  
         3 |         3          2          0 |         5  
         4 |         0          1          0 |         1  
-----------+---------------------------------+---------- 
     Total |        40         57         13 |       110  
 
 
QUESTION 2D 
  mean price 
 Mean estimation                     Number of obs    =     110 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
       price |   1.463636   .0543017      1.356012     1.57126 
-------------------------------------------------------------- 
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. tabulate sex price 
            |              price 
       sex |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        27         19          3 |        49  
         2 |        36         24          1 |        61  
-----------+---------------------------------+---------- 
     Total |        63         43          4 |       110  
  tabulate age price 
            |              price 
       age |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        35         29          2 |        66  
         2 |        16          8          1 |        25  
         3 |         3          3          1 |         7  
         4 |         6          1          0 |         7  
         5 |         1          1          0 |         2  
         6 |         2          1          0 |         3  
-----------+---------------------------------+---------- 
     Total |        63         43          4 |       110  
 
 . tabulate education price 
            |              price 
 education |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         8          4          1 |        13  
         2 |        29         30          1 |        60  
         3 |         7          5          0 |        12  
         4 |        14          4          2 |        20  
         5 |         2          0          0 |         2  
         6 |         3          0          0 |         3  
-----------+---------------------------------+---------- 
     Total |        63         43          4 |       110  
 
 . tabulate family price 
            |              price 
    family |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        26         19          2 |        47  
         2 |         9          3          1 |        13  
         3 |         3          3          0 |         6  
         4 |        23         13          0 |        36  
         5 |         2          5          1 |         8  
-----------+---------------------------------+---------- 
     Total |        63         43          4 |       110  
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 . tabulate kids price 
            |              price 
      kids |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         0 |        41         29          3 |        73  
         1 |         1          1          0 |         2  
         2 |        19          9          1 |        29  
         3 |         2          3          0 |         5  
         4 |         0          1          0 |         1  
-----------+---------------------------------+---------- 
     Total |        63         43          4 |       110  
 
 
 
 
QUESTION 3 
  mean retail 
 Mean estimation                     Number of obs    =     217 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
      retail |   4.534562   .1503815      4.238159    4.830965 
-------------------------------------------------------------- 
 . tabulate sex retail 
            |                                                    retail 
       sex |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |         9         13          2         22         14         15         18          1          4          0 |        
98  
         2 |        12         23          5         21         21         12         18          1          3          3 |       
119  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        21         36          7         43         35         27         36          2          7          3 |       
217  
 
 . tabulate age retail 
            |                                                    retail 
       age |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        15         18          5         28         22         12         26          0          4          1 |       
10 
 
 
131  
         2 |         4         13          2          7          4          7          6          0          3          2 |        48  
         3 |         1          2          0          2          4          3          2          0          0          0 |        14  
         4 |         1          2          0          3          4          2          1          1          0          0 |        14  
         5 |         0          1          0          1          0          0          1          1          0          0 |         4  
         6 |         0          0          0          2          1          3          0          0          0          0 |         6  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        21         36          7         43         35         27         36          2          7          3 |       
217  
 
 . tabulate education retail 
            |                                                    retail 
 education |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |         2          6          1          4          4          6          1          0          2          0 |        26  
         2 |        14         18          3         23         20         14         20          1          3          2 |       
118  
         3 |         1          4          1          4          4          2          5          0          1          1 |        23  
         4 |         3          8          1         10          5          3          8          1          1          0 |        40  
         5 |         1          0          1          0          1          0          1          0          0          0 |         4  
         6 |         0          0          0          2          1          2          1          0          0          0 |         6  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        21         36          7         43         35         27         36          2          7          3 |       
217  
 
 . tabulate family retail 
            |                                                    retail 
    family |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |         9         12          4         21         15         12         14          0          1          3 |        
91  
         2 |         1          6          2          6          3          4          2          0          2          0 |        26  
         3 |         1          2          0          1          3          1          3          0          1          0 |        12  
         4 |         9         13          1         12         13          9         11          2          2          0 |        
72  
         5 |         1          3          0          3          1          1          6          0          1          0 |        16  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        21         36          7         43         35         27         36          2          7          3 |       
217  
 
 . tabulate kids retail 
            |                                                    retail 
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      kids |         1          2          3          4          5          6          7          8          9         10 |     Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         0 |        14         20          6         29         21         18         26          1          5          3 |       
143  
         1 |         0          2          0          1          0          0          1          0          0          0 |         4  
         2 |         6         12          0         10         12          8          7          1          2          0 |        58  
         3 |         1          1          1          3          2          1          1          0          0          0 |        10  
         4 |         0          1          0          0          0          0          1          0          0          0 |         2  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        21         36          7         43         35         27         36          2          7          3 |       
217  
 
 
 
QUESTION 4 
 mean internet 
 Mean estimation                     Number of obs    =     188 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
    internet |   5.207447   .2410598      4.731901    5.682993 
-------------------------------------------------------------- 
 . tabulate sex internet 
            |                                        internet 
       sex |         1          2          3          4          5          7          8         10 |     Total 
-----------+----------------------------------------------------------------------------------------+---------- 
         1 |        17         12          7          4          1         27          4         13 |        85  
         2 |        21         17          6          1          0         34          5         19 |       103  
-----------+----------------------------------------------------------------------------------------+---------- 
     Total |        38         29         13          5          1         61          9         32 |       188  
 
 . tabulate age internet 
            |                                        internet 
       age |         1          2          3          4          5          7          8         10 |     Total 
-----------+----------------------------------------------------------------------------------------+---------- 
         1 |        25         17          6          3          0         39          2         20 |       112  
         2 |        12          8          5          1          0         15          5          2 |        48  
         3 |         0          3          1          1          0          3          2          2 |        12  
         4 |         1          1          1          0          1          4          0          3 |        11  
         5 |         0          0          0          0          0          0          0          2 |         2  
         6 |         0          0          0          0          0          0          0          3 |         3  
-----------+----------------------------------------------------------------------------------------+---------- 
     Total |        38         29         13          5          1         61          9         32 |       188  
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 . tabulate education internet 
            |                                        internet 
 education |         1          2          3          4          5          7          8         10 |     Total 
-----------+----------------------------------------------------------------------------------------+---------- 
         1 |         4          5          2          0          1         10          2          1 |        25  
         2 |        23         18          7          4          0         33          5         15 |       105  
         3 |         4          2          1          0          0          6          1          5 |        19  
         4 |         6          3          3          1          0         10          1          8 |        32  
         5 |         1          1          0          0          0          2          0          0 |         4  
         6 |         0          0          0          0          0          0          0          3 |         3  
-----------+----------------------------------------------------------------------------------------+---------- 
     Total |        38         29         13          5          1         61          9         32 |       188  
 
 . tabulate family internet 
            |                                        internet 
    family |         1          2          3          4          5          7          8         10 |     Total 
-----------+----------------------------------------------------------------------------------------+---------- 
         1 |        19         10          5          1          0         28          3         14 |        80  
         2 |         6          2          2          0          0          8          2          3 |        23  
         3 |         2          2          0          1          0          2          1          2 |        10  
         4 |         8         12          6          2          1         19          2         11 |        61  
         5 |         3          3          0          1          0          4          1          2 |        14  
-----------+----------------------------------------------------------------------------------------+---------- 
     Total |        38         29         13          5          1         61          9         32 |       188  
 
 . tabulate kids internet 
            |                                        internet 
      kids |         1          2          3          4          5          7          8         10 |     Total 
-----------+----------------------------------------------------------------------------------------+---------- 
         0 |        29         17          7          3          0         41          7         21 |       125  
         1 |         1          1          0          0          0          2          0          0 |         4  
         2 |         6          7          6          2          1         14          2         10 |        48  
         3 |         2          3          0          0          0          3          0          1 |         9  
         4 |         0          1          0          0          0          1          0          0 |         2  
-----------+----------------------------------------------------------------------------------------+---------- 
     Total |        38         29         13          5          1         61          9         32 |       188  
 
 . tabulate kids internet 
            |                                        internet 
      kids |         1          2          3          4          5          7          8         10 |     Total 
-----------+----------------------------------------------------------------------------------------+---------- 
         0 |        29         17          7          3          0         41          7         21 |       125  
         1 |         1          1          0          0          0          2          0          0 |         4  
         2 |         6          7          6          2          1         14          2         10 |        48  
         3 |         2          3          0          0          0          3          0          1 |         9  
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         4 |         0          1          0          0          0          1          0          0 |         2  
-----------+----------------------------------------------------------------------------------------+---------- 
     Total |        38         29         13          5          1         61          9         32 |       188  
 
 
 
QUESTION 6 
 mean info 
 Mean estimation                     Number of obs    =     110 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
        info |   2.463636   .1333956      2.199251    2.728022 
-------------------------------------------------------------- 
 tabulate sex info 
            |                    info 
       sex |         1          2          4          5 |     Total 
-----------+--------------------------------------------+---------- 
         1 |         4         36          0          9 |        49  
         2 |        18         27          2         14 |        61  
-----------+--------------------------------------------+---------- 
     Total |        22         63          2         23 |       110  
 
 . tabulate age info 
            |                    info 
       age |         1          2          4          5 |     Total 
-----------+--------------------------------------------+---------- 
         1 |        11         36          2         17 |        66  
         2 |         4         20          0          1 |        25  
         3 |         2          4          0          1 |         7  
         4 |         3          2          0          2 |         7  
         5 |         1          0          0          1 |         2  
         6 |         1          1          0          1 |         3  
-----------+--------------------------------------------+---------- 
     Total |        22         63          2         23 |       110  
 
 . tabulate education info 
            |                    info 
 education |         1          2          4          5 |     Total 
-----------+--------------------------------------------+---------- 
         1 |         2         11          0          0 |        13  
         2 |        14         31          1         14 |        60  
         3 |         1          7          0          4 |        12  
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         4 |         4         13          0          3 |        20  
         5 |         0          1          1          0 |         2  
         6 |         1          0          0          2 |         3  
-----------+--------------------------------------------+---------- 
     Total |        22         63          2         23 |       110  
 
 . tabulate family info 
            |                    info 
    family |         1          2          4          5 |     Total 
-----------+--------------------------------------------+---------- 
         1 |        11         24          1         11 |        47  
         2 |         3          8          0          2 |        13  
         3 |         0          4          0          2 |         6  
         4 |         8         20          1          7 |        36  
         5 |         0          7          0          1 |         8  
-----------+--------------------------------------------+---------- 
     Total |        22         63          2         23 |       110  
 
 . tabulate kids info 
            |                    info 
      kids |         1          2          4          5 |     Total 
-----------+--------------------------------------------+---------- 
         0 |        14         42          1         16 |        73  
         1 |         0          0          0          2 |         2  
         2 |         7         17          1          4 |        29  
         3 |         1          3          0          1 |         5  
         4 |         0          1          0          0 |         1  
-----------+--------------------------------------------+---------- 
     Total |        22         63          2         23 |       110  
 
 
QUESTION 7 Α 
 
ean affected 
 
Mean estimation                     Number of obs    =     110 
 
-------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
    affected |   2.336364   .0609588      2.215545    2.457182 
-------------------------------------------------------------- 
 
. tabulate sex affected 
 
           |             affected 
       sex |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         3         21         25 |        49  
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         2 |         7         32         22 |        61  
-----------+---------------------------------+---------- 
     Total |        10         53         47 |       110  
 
 
. tabulate age affected 
 
           |             affected 
       age |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         7         35         24 |        66  
         2 |         2         11         12 |        25  
         3 |         0          3          4 |         7  
         4 |         1          3          3 |         7  
         5 |         0          1          1 |         2  
         6 |         0          0          3 |         3  
-----------+---------------------------------+---------- 
     Total |        10         53         47 |       110  
 
 
. tabulate education affected 
 
           |             affected 
 education |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         1          7          5 |        13  
         2 |         4         31         25 |        60  
         3 |         1          7          4 |        12  
         4 |         3          8          9 |        20  
         5 |         1          0          1 |         2  
         6 |         0          0          3 |         3  
-----------+---------------------------------+---------- 
     Total |        10         53         47 |       110  
 
 
. tabulate family affected 
 
           |             affected 
    family |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         4         24         19 |        47  
         2 |         1          7          5 |        13  
         3 |         0          2          4 |         6  
         4 |         5         16         15 |        36  
         5 |         0          4          4 |         8  
-----------+---------------------------------+---------- 
     Total |        10         53         47 |       110  
 
 
. tabulate kids affected 
 
           |             affected 
      kids |         1          2          3 |     Total 
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-----------+---------------------------------+---------- 
         0 |         7         36         30 |        73  
         1 |         0          1          1 |         2  
         2 |         3         12         14 |        29  
         3 |         0          3          2 |         5  
         4 |         0          1          0 |         1  
-----------+---------------------------------+---------- 
     Total |        10         53         47 |       110  
 
 
 
QUESTION 7 B 
mean inform 
 Mean estimation                     Number of obs    =     110 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
      inform |   1.836364   .0736596      1.690373    1.982355 
-------------------------------------------------------------- 
 . tabulate sex inform 
            |              inform 
       sex |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        21         15         13 |        49  
         2 |        22         27         12 |        61  
-----------+---------------------------------+---------- 
     Total |        43         42         25 |       110  
 
 . tabulate age inform 
            |              inform 
       age |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        24         27         15 |        66  
         2 |        12          9          4 |        25  
         3 |         3          1          3 |         7  
         4 |         4          2          1 |         7  
         5 |         0          2          0 |         2  
         6 |         0          1          2 |         3  
-----------+---------------------------------+---------- 
     Total |        43         42         25 |       110  
 
 . tabulate education inform 
            |              inform 
 education |         1          2          3 |     Total 
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-----------+---------------------------------+---------- 
         1 |         6          6          1 |        13  
         2 |        23         20         17 |        60  
         3 |         3          6          3 |        12  
         4 |        10          7          3 |        20  
         5 |         1          1          0 |         2  
         6 |         0          2          1 |         3  
-----------+---------------------------------+---------- 
     Total |        43         42         25 |       110  
 
 . tabulate family inform 
            |              inform 
    family |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        19         17         11 |        47  
         2 |         5          5          3 |        13  
         3 |         2          3          1 |         6  
         4 |        15         13          8 |        36  
         5 |         2          4          2 |         8  
-----------+---------------------------------+---------- 
     Total |        43         42         25 |       110  
 
 . tabulate kids inform 
            |              inform 
      kids |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         0 |        28         28         17 |        73  
         1 |         1          1          0 |         2  
         2 |        13          9          7 |        29  
         3 |         1          3          1 |         5  
         4 |         0          1          0 |         1  
-----------+---------------------------------+---------- 
     Total |        43         42         25 |       110  
 
 
QUESTION 7 C 
  mean notrust 
 Mean estimation                     Number of obs    =     110 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
     notrust |   1.963636   .0694639      1.825961    2.101312 
-------------------------------------------------------------- 
 . tabulate sex notrust 
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           |             notrust 
       sex |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        18         23          8 |        49  
         2 |        13         29         19 |        61  
-----------+---------------------------------+---------- 
     Total |        31         52         27 |       110  
 
 . tabulate age notrust 
            |             notrust 
       age |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        17         34         15 |        66  
         2 |         7          9          9 |        25  
         3 |         0          4          3 |         7  
         4 |         5          2          0 |         7  
         5 |         0          2          0 |         2  
         6 |         2          1          0 |         3  
-----------+---------------------------------+---------- 
     Total |        31         52         27 |       110  
 
 . tabulate education notrust 
            |             notrust 
 education |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         2          6          5 |        13  
         2 |        16         30         14 |        60  
         3 |         2          7          3 |        12  
         4 |         8          8          4 |        20  
         5 |         0          1          1 |         2  
         6 |         3          0          0 |         3  
-----------+---------------------------------+---------- 
     Total |        31         52         27 |       110  
 
 . tabulate family notrust 
            |             notrust 
    family |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        14         18         15 |        47  
         2 |         3          6          4 |        13  
         3 |         2          4          0 |         6  
         4 |         9         19          8 |        36  
         5 |         3          5          0 |         8  
-----------+---------------------------------+---------- 
     Total |        31         52         27 |       110  
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. tabulate kids notrust 
            |             notrust 
      kids |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         0 |        19         34         20 |        73  
         1 |         1          0          1 |         2  
         2 |         9         16          4 |        29  
         3 |         2          1          2 |         5  
         4 |         0          1          0 |         1  
-----------+---------------------------------+---------- 
     Total |        31         52         27 |       110  
 
 
 
QUESTION 8 
 mean adv_like 
 Mean estimation                     Number of obs    =     220 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
    adv_like |   2.527273   .1043707      2.321573    2.732972 
-------------------------------------------------------------- 
 . tabulate sex adv_like 
            |                                   adv_like 
       sex |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |        22         42          6         20          5          1          2 |        98  
         2 |        35         47         13         15          2          1          9 |       122  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        57         89         19         35          7          2         11 |       220  
 
 . tabulate age adv_like 
            |                                   adv_like 
       age |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |        37         55         10         18          5          1          6 |       132  
         2 |        13         21          4          9          0          1          2 |        50  
         3 |         1          4          4          2          1          0          2 |        14  
         4 |         4          6          1          2          1          0          0 |        14  
         5 |         0          2          0          1          0          0          1 |         4  
         6 |         2          1          0          3          0          0          0 |         6  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        57         89         19         35          7          2         11 |       220  
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 . tabulate education adv_like 
            |                                   adv_like 
 education |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |         8         11          3          2          0          1          1 |        26  
         2 |        29         48         11         19          4          1          8 |       120  
         3 |         6         10          2          5          0          0          1 |        24  
         4 |        11         17          3          6          3          0          0 |        40  
         5 |         0          2          0          1          0          0          1 |         4  
         6 |         3          1          0          2          0          0          0 |         6  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        57         89         19         35          7          2         11 |       220  
 
 . tabulate family adv_like 
            |                                   adv_like 
    family |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |        27         37          6         13          4          1          6 |        94  
         2 |         7         10          4          2          0          1          2 |        26  
         3 |         4          5          1          2          0          0          0 |        12  
         4 |        18         29          5         15          2          0          3 |        72  
         5 |         1          8          3          3          1          0          0 |        16  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        57         89         19         35          7          2         11 |       220  
 
 . tabulate kids adv_like 
            |                                   adv_like 
      kids |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         0 |        37         59         11         23          5          2          9 |       146  
         1 |         1          1          0          2          0          0          0 |         4  
         2 |        15         23          7          9          2          0          2 |        58  
         3 |         4          5          0          1          0          0          0 |        10  
         4 |         0          1          1          0          0          0          0 |         2  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        57         89         19         35          7          2         11 |       220  
 
 
QUESTION 9 
 mean adv_dis 
 Mean estimation                     Number of obs    =     220 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
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     adv_dis |   3.231818   .1120748      3.010935    3.452701 
-------------------------------------------------------------- 
 . tabulate sex adv_dis 
            |                              adv_dis 
       sex |         1          2          3          4          5          6 |     Total 
-----------+------------------------------------------------------------------+---------- 
         1 |        25          4         18         14         31          6 |        98  
         2 |        36          7         24         25         25          5 |       122  
-----------+------------------------------------------------------------------+---------- 
     Total |        61         11         42         39         56         11 |       220  
 
 . tabulate age adv_dis 
            |                              adv_dis 
       age |         1          2          3          4          5          6 |     Total 
-----------+------------------------------------------------------------------+---------- 
         1 |        43          2         26         24         28          9 |       132  
         2 |        14          2         11          9         14          0 |        50  
         3 |         1          3          1          3          6          0 |        14  
         4 |         2          2          2          3          3          2 |        14  
         5 |         1          1          0          0          2          0 |         4  
         6 |         0          1          2          0          3          0 |         6  
-----------+------------------------------------------------------------------+---------- 
     Total |        61         11         42         39         56         11 |       220  
 
 . tabulate education adv_dis 
            |                              adv_dis 
 education |         1          2          3          4          5          6 |     Total 
-----------+------------------------------------------------------------------+---------- 
         1 |         6          3          4          4          8          1 |        26  
         2 |        34          3         26         22         28          7 |       120  
         3 |         7          2          5          4          5          1 |        24  
         4 |        12          3          5          8         10          2 |        40  
         5 |         2          0          0          0          2          0 |         4  
         6 |         0          0          2          1          3          0 |         6  
-----------+------------------------------------------------------------------+---------- 
     Total |        61         11         42         39         56         11 |       220  
 
 . tabulate family adv_dis 
            |                              adv_dis 
    family |         1          2          3          4          5          6 |     Total 
-----------+------------------------------------------------------------------+---------- 
         1 |        28          4         19         17         21          5 |        94  
         2 |         6          1          5          6          8          0 |        26  
         3 |         3          1          2          3          3          0 |        12  
         4 |        22          4         12         12         17          5 |        72  
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         5 |         2          1          4          1          7          1 |        16  
-----------+------------------------------------------------------------------+---------- 
     Total |        61         11         42         39         56         11 |       220  
 
 . tabulate kids adv_dis 
            |                              adv_dis 
      kids |         1          2          3          4          5          6 |     Total 
-----------+------------------------------------------------------------------+---------- 
         0 |        43          5         29         21         40          8 |       146  
         1 |         0          0          1          1          2          0 |         4  
         2 |        16          6          9         12         12          3 |        58  
         3 |         2          0          2          4          2          0 |        10  
         4 |         0          0          1          1          0          0 |         2  
-----------+------------------------------------------------------------------+---------- 
     Total |        61         11         42         39         56         11 |       220  
 
 
 
QUESTION 10 
 
 mean local_prod 
 
Mean estimation                     Number of obs    =     220 
 
-------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
  local_prod |   3.309091   .1037869      3.104542     3.51364 
-------------------------------------------------------------- 
 
. tabulate sex local_prod 
 
           |                                  local_prod 
       sex |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |        14         24          5         33         15          0          7 |        98  
         2 |        15         33          6         52         11          2          3 |       122  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        29         57         11         85         26          2         10 |       220  
 
 
. tabulate age local_prod 
 
           |                                  local_prod 
       age |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |        18         33          8         53         14          2          4 |       132  
         2 |         6         13          2         18          7          0          4 |        50  
         3 |         0          4          0          5          4          0          1 |        14  
         4 |         3          4          1          5          1          0          0 |        14  
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         5 |         1          2          0          1          0          0          0 |         4  
         6 |         1          1          0          3          0          0          1 |         6  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        29         57         11         85         26          2         10 |       220  
 
 
. tabulate education local_prod 
 
           |                                  local_prod 
 education |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |         3          5          0         12          4          0          2 |        26  
         2 |        15         34          8         47         12          0          4 |       120  
         3 |         2          6          1          7          5          1          2 |        24  
         4 |         6         10          2         14          5          1          2 |        40  
         5 |         1          1          0          2          0          0          0 |         4  
         6 |         2          1          0          3          0          0          0 |         6  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        29         57         11         85         26          2         10 |       220  
 
 
. tabulate family local_prod 
 
           |                                  local_prod 
    family |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |        10         26          7         33         15          0          3 |        94  
         2 |         6          7          1          9          3          0          0 |        26  
         3 |         1          0          1          6          2          1          1 |        12  
         4 |         9         20          2         32          5          1          3 |        72  
         5 |         3          4          0          5          1          0          3 |        16  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        29         57         11         85         26          2         10 |       220  
 
 
. tabulate kids local_prod 
 
           |                                  local_prod 
      kids |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         0 |        25         36          8         52         16          2          7 |       146  
         1 |         0          2          0          2          0          0          0 |         4  
         2 |         3         15          2         27          8          0          3 |        58  
         3 |         1          3          1          4          1          0          0 |        10  
         4 |         0          1          0          0          1          0          0 |         2  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        29         57         11         85         26          2         10 |       220  
 
 
QUESTION 11 
 mean imported_prod 
 
24 
 
 
Mean estimation                     Number of obs    =     220 
 --------------------------------------------------------------- 
              |       Mean   Std. Err.     [95% Conf. Interval] 
--------------+------------------------------------------------ 
imported_prod |   3.945455    .093516      3.761148    4.129761 
--------------------------------------------------------------- 
 . tabulate sex imported_prod 
            |                                imported_prod 
       sex |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |         2         13         27         24         23          6          3 |        98  
         2 |         2         14         35         24         32          5         10 |       122  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |         4         27         62         48         55         11         13 |       220  
 
 . tabulate age imported_prod 
            |                                imported_prod 
       age |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |         2         13         38         30         35          7          7 |       132  
         2 |         1          6         16          6         15          3          3 |        50  
         3 |         0          1          5          3          2          0          3 |        14  
         4 |         1          3          3          4          3          0          0 |        14  
         5 |         0          1          0          2          0          1          0 |         4  
         6 |         0          3          0          3          0          0          0 |         6  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |         4         27         62         48         55         11         13 |       220  
 
 . tabulate education imported_prod 
            |                                imported_prod 
 education |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |         0          2          9          3          7          2          3 |        26  
         2 |         0         12         37         29         32          5          5 |       120  
         3 |         1          6          4          4          5          3          1 |        24  
         4 |         3          5         11          7         10          1          3 |        40  
         5 |         0          0          0          2          1          0          1 |         4  
         6 |         0          2          1          3          0          0          0 |         6  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |         4         27         62         48         55         11         13 |       220  
 
 . tabulate family imported_prod 
            |                                imported_prod 
    family |         1          2          3          4          5          6          7 |     Total 
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-----------+-----------------------------------------------------------------------------+---------- 
         1 |         1         13         27         17         27          3          6 |        94  
         2 |         0          3          9          5          5          1          3 |        26  
         3 |         1          1          5          1          3          0          1 |        12  
         4 |         1          9         17         21         15          7          2 |        72  
         5 |         1          1          4          4          5          0          1 |        16  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |         4         27         62         48         55         11         13 |       220  
 
 . tabulate kids imported_prod 
            |                                imported_prod 
      kids |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         0 |         2         19         41         30         37          7         10 |       146  
         1 |         0          0          2          1          1          0          0 |         4  
         2 |         2          6         14         14         15          4          3 |        58  
         3 |         0          2          4          3          1          0          0 |        10  
         4 |         0          0          1          0          1          0          0 |         2  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |         4         27         62         48         55         11         13 |       220  
 
 
QUESTION 12 
 mean standardized 
 Mean estimation                     Number of obs    =     110 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
standardized |   2.236364   .0826251      2.072603    2.400124 
-------------------------------------------------------------- 
 . tabulate sex standardized 
            |           standardized 
       sex |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        16          6         27 |        49  
         2 |        15         16         30 |        61  
-----------+---------------------------------+---------- 
     Total |        31         22         57 |       110  
 
 . tabulate age standardized 
            |           standardized 
       age |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        20         19         27 |        66  
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         2 |         6          3         16 |        25  
         3 |         1          0          6 |         7  
         4 |         4          0          3 |         7  
         5 |         0          0          2 |         2  
         6 |         0          0          3 |         3  
-----------+---------------------------------+---------- 
     Total |        31         22         57 |       110  
 
 . tabulate education standardized 
            |           standardized 
 education |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         3          3          7 |        13  
         2 |        22         10         28 |        60  
         3 |         2          2          8 |        12  
         4 |         4          5         11 |        20  
         5 |         0          2          0 |         2  
         6 |         0          0          3 |         3  
-----------+---------------------------------+---------- 
     Total |        31         22         57 |       110  
 
 . tabulate family standardized 
            |           standardized 
    family |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        11          7         29 |        47  
         2 |         2          2          9 |        13  
         3 |         4          1          1 |         6  
         4 |        14          9         13 |        36  
         5 |         0          3          5 |         8  
-----------+---------------------------------+---------- 
     Total |        31         22         57 |       110  
 
 . tabulate kids standardized 
            |           standardized 
      kids |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         0 |        16         16         41 |        73  
         1 |         1          1          0 |         2  
         2 |        14          3         12 |        29  
         3 |         0          2          3 |         5  
         4 |         0          0          1 |         1  
-----------+---------------------------------+---------- 
     Total |        31         22         57 |       110  
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QUESTION 13 
  mean customized 
 Mean estimation                     Number of obs    =     110 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
  customized |   2.145455    .070547      2.005633    2.285276 
-------------------------------------------------------------- 
 . tabulate sex customized 
            |            customized 
       sex |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        11         23         15 |        49  
         2 |        12         25         24 |        61  
-----------+---------------------------------+---------- 
     Total |        23         48         39 |       110  
 
 . tabulate age customized 
            |            customized 
       age |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |        15         30         21 |        66  
         2 |         3         10         12 |        25  
         3 |         3          2          2 |         7  
         4 |         2          1          4 |         7  
         5 |         0          2          0 |         2  
         6 |         0          3          0 |         3  
-----------+---------------------------------+---------- 
     Total |        23         48         39 |       110  
 
 . tabulate education customized 
            |            customized 
 education |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         4          4          5 |        13  
         2 |        11         27         22 |        60  
         3 |         1          8          3 |        12  
         4 |         6          6          8 |        20  
         5 |         1          1          0 |         2  
         6 |         0          2          1 |         3  
-----------+---------------------------------+---------- 
     Total |        23         48         39 |       110  
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. tabulate family customized 
            |            customized 
    family |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         1 |         7         19         21 |        47  
         2 |         4          7          2 |        13  
         3 |         1          5          0 |         6  
         4 |         9         15         12 |        36  
         5 |         2          2          4 |         8  
-----------+---------------------------------+---------- 
     Total |        23         48         39 |       110  
 
 . tabulate kids customized 
            |            customized 
      kids |         1          2          3 |     Total 
-----------+---------------------------------+---------- 
         0 |        15         34         24 |        73  
         1 |         0          0          2 |         2  
         2 |         7         12         10 |        29  
         3 |         1          2          2 |         5  
         4 |         0          0          1 |         1  
-----------+---------------------------------+---------- 
     Total |        23         48         39 |       110  
 
 
QUESTION 14 
 mean country 
 Mean estimation                     Number of obs    =     220 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
     country |   4.836364   .1328324       4.57457    5.098157 
-------------------------------------------------------------- 
 . tabulate sex country 
            |                                   country 
       sex |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |         6         21          8          2         14         26         21 |        98  
         2 |         7         15          6          8         19         40         27 |       122  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        13         36         14         10         33         66         48 |       220  
 
 . tabulate age country 
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           |                                   country 
       age |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |        10         17          6          5         23         43         28 |       132  
         2 |         2          9          6          1          3         17         12 |        50  
         3 |         1          3          0          3          3          2          2 |        14  
         4 |         0          3          1          1          3          3          3 |        14  
         5 |         0          2          0          0          1          0          1 |         4  
         6 |         0          2          1          0          0          1          2 |         6  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        13         36         14         10         33         66         48 |       220  
 
 . tabulate education country 
            |                                   country 
 education |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |         1          7          2          1          4          7          4 |        26  
         2 |        10         18          7          5         17         37         26 |       120  
         3 |         0          6          3          1          3          7          4 |        24  
         4 |         1          4          0          3          8         13         11 |        40  
         5 |         1          0          0          0          1          2          0 |         4  
         6 |         0          1          2          0          0          0          3 |         6  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        13         36         14         10         33         66         48 |       220  
 
 . tabulate family country 
            |                                   country 
    family |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         1 |         6         17          6          4         15         26         20 |        94  
         2 |         1          3          1          1          4          9          7 |        26  
         3 |         0          1          2          1          1          5          2 |        12  
         4 |         5         13          5          3         11         21         14 |        72  
         5 |         1          2          0          1          2          5          5 |        16  
-----------+-----------------------------------------------------------------------------+---------- 
     Total |        13         36         14         10         33         66         48 |       220  
 
 . tabulate kids country 
            |                                   country 
      kids |         1          2          3          4          5          6          7 |     Total 
-----------+-----------------------------------------------------------------------------+---------- 
         0 |         7         22         11          5         23         45         33 |       146  
         1 |         0          1          0          0          1          0          2 |         4  
         2 |         6         11          3          4          8         16         10 |        58  
         3 |         0          1          0          0          1          5          3 |        10  
         4 |         0          1          0          1          0          0          0 |         2  
-----------+-----------------------------------------------------------------------------+---------- 
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     Total |        13         36         14         10         33         66         48 |       220  
 
DIET 
  mean diet_2 
 Mean estimation                     Number of obs    =     174 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
      diet_2 |   5.068966   .3658561      4.346849    5.791082 
-------------------------------------------------------------- 
  tab1 diet 
 -> tabulation of diet_2   
      diet |      Freq.     Percent        Cum. 
------------+----------------------------------- 
          1 |         95       54.60       54.60 
          3 |          1        0.57       55.17 
          4 |          2        1.15       56.32 
          5 |          7        4.02       60.34 
          6 |          4        2.30       62.64 
          8 |          3        1.72       64.37 
          9 |          7        4.02       68.39 
         10 |         13        7.47       75.86 
         11 |         19       10.92       86.78 
         12 |          8        4.60       91.38 
         13 |         15        8.62      100.00 
------------+----------------------------------- 
      Total |        174      100.00 
 tabulate sex diet_2 
            |                                                    diet_2 
       sex |         1          3          4          5          6          8          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        40          1          0          2          3          1          4          7          5          6 |        78  
         2 |        55          0          2          5          1          2          3          6         14          2 |        96  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        95          1          2          7          4          3          7         13         19          8 |       
174  
 
            |   diet_2 
       sex |        13 |     Total 
-----------+-----------+---------- 
         1 |         9 |        78  
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         2 |         6 |        96  
-----------+-----------+---------- 
     Total |        15 |       174  
 
 . tabulate age diet_2 
            |                                                    diet_2 
       age |         1          3          4          5          6          8          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        59          1          2          4          3          1          4          8         13          3 |       105  
         2 |        17          0          0          1          1          1          2          3          5          1 |        39  
         3 |         7          0          0          2          0          1          1          2          0          3 |        16  
         4 |         7          0          0          0          0          0          0          0          1          1 |         9  
         5 |         2          0          0          0          0          0          0          0          0          0 |         2  
         6 |         3          0          0          0          0          0          0          0          0          0 |         3  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        95          1          2          7          4          3          7         13         19          8 |       
174  
 
            |   diet_2 
       age |        13 |     Total 
-----------+-----------+---------- 
         1 |         7 |       105  
         2 |         8 |        39  
         3 |         0 |        16  
         4 |         0 |         9  
         5 |         0 |         2  
         6 |         0 |         3  
-----------+-----------+---------- 
     Total |        15 |       174  
 
 . tabulate education diet_2 
            |                                                    diet_2 
 education |         1          3          4          5          6          8          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        11          0          0          0          0          1          2          2          6          2 |        26  
         2 |        53          0          2          4          4          0          5          5         10          2 |        92  
         3 |         9          1          0          1          0          1          0          2          1          2 |        20  
         4 |        18          0          0          2          0          1          0          4          2          2 |        31  
         5 |         1          0          0          0          0          0          0          0          0          0 |         2  
         6 |         3          0          0          0          0          0          0          0          0          0 |         3  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        95          1          2          7          4          3          7         13         19          8 |       
174  
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            |   diet_2 
 education |        13 |     Total 
-----------+-----------+---------- 
         1 |         2 |        26  
         2 |         7 |        92  
         3 |         3 |        20  
         4 |         2 |        31  
         5 |         1 |         2  
         6 |         0 |         3  
-----------+-----------+---------- 
     Total |        15 |       174  
 
 . tabulate family diet_2 
            |                                                    diet_2 
    family |         1          3          4          5          6          8          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        40          1          0          3          2          1          2          5          6          2 |        69  
         2 |        12          0          0          0          1          0          0          1          3          1 |        19  
         3 |         5          0          0          1          1          1          2          0          2          0 |        13  
         4 |        33          0          2          2          0          0          2          6          8          4 |        60  
         5 |         5          0          0          1          0          1          1          1          0          1 |        13  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        95          1          2          7          4          3          7         13         19          8 |       
174  
 
            |   diet_2 
    family |        13 |     Total 
-----------+-----------+---------- 
         1 |         7 |        69  
         2 |         1 |        19  
         3 |         1 |        13  
         4 |         3 |        60  
         5 |         3 |        13  
-----------+-----------+---------- 
     Total |        15 |       174  
 
 . tabulate kids diet_2 
            |                                                    diet_2 
      kids |         1          3          4          5          6          8          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         0 |        60          1          0          2          3          1          6          9         11          3 |       109  
         1 |         2          0          0          0          0          0          0          1          0          0 |         3  
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         2 |        27          0          2          3          1          1          1          2          8          4 |        51  
         3 |         5          0          0          1          0          0          0          1          0          0 |         7  
         4 |         1          0          0          1          0          1          0          0          0          1 |         4  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        95          1          2          7          4          3          7         13         19          8 |       
174  
 
            |   diet_2 
      kids |        13 |     Total 
-----------+-----------+---------- 
         0 |        13 |       109  
         1 |         0 |         3  
         2 |         2 |        51  
         3 |         0 |         7  
         4 |         0 |         4  
-----------+-----------+---------- 
     Total |        15 |       174  
 
 
APPAREL 
  mean apparel_furni 
 Mean estimation                     Number of obs    =     189 
 --------------------------------------------------------------- 
              |       Mean   Std. Err.     [95% Conf. Interval] 
--------------+------------------------------------------------ 
apparel_furni |   6.904762   .3560436      6.202408    7.607116 
--------------------------------------------------------------- 
 . tab1 apparel_furni 
 -> tabulation of apparel_furni   
 apparel_fur | 
         ni |      Freq.     Percent        Cum. 
------------+----------------------------------- 
          1 |         57       30.16       30.16 
          2 |          5        2.65       32.80 
          3 |          1        0.53       33.33 
          4 |          9        4.76       38.10 
          5 |         13        6.88       44.97 
          6 |         13        6.88       51.85 
          7 |          2        1.06       52.91 
          8 |          2        1.06       53.97 
          9 |          3        1.59       55.56 
         10 |         21       11.11       66.67 
         11 |         13        6.88       73.54 
         12 |          4        2.12       75.66 
         13 |         46       24.34      100.00 
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------------+----------------------------------- 
      Total |        189      100.00 
 . tabulate sex apparel_furni 
            |                                                 apparel_furni 
       sex |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        25          1          1          5          5          9          2          2          2         10 |        90  
         2 |        32          4          0          4          8          4          0          0          1         11 |        99  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        57          5          1          9         13         13          2          2          3         21 |       
189  
 
            |          apparel_furni 
       sex |        11         12         13 |     Total 
-----------+---------------------------------+---------- 
         1 |         6          1         21 |        90  
         2 |         7          3         25 |        99  
-----------+---------------------------------+---------- 
     Total |        13          4         46 |       189  
 
 . tabulate age apparel_furni 
            |                                                 apparel_furni 
       age |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        31          4          1          6         10          8          1          1          2         16 |       
121  
         2 |        11          1          0          0          3          2          1          0          1          4 |        38  
         3 |         3          0          0          1          0          1          0          1          0          1 |        10  
         4 |         7          0          0          1          0          2          0          0          0          0 |        13  
         5 |         2          0          0          1          0          0          0          0          0          0 |         4  
         6 |         3          0          0          0          0          0          0          0          0          0 |         3  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        57          5          1          9         13         13          2          2          3         21 |       
189  
 
            |          apparel_furni 
       age |        11         12         13 |     Total 
-----------+---------------------------------+---------- 
         1 |         9          3         29 |       121  
         2 |         1          1         13 |        38  
         3 |         0          0          3 |        10  
         4 |         2          0          1 |        13  
         5 |         1          0          0 |         4  
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         6 |         0          0          0 |         3  
-----------+---------------------------------+---------- 
     Total |        13          4         46 |       189  
 
 . tabulate age apparel_furni 
            |                                                 apparel_furni 
       age |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        31          4          1          6         10          8          1          1          2         16 |       
121  
         2 |        11          1          0          0          3          2          1          0          1          4 |        38  
         3 |         3          0          0          1          0          1          0          1          0          1 |        10  
         4 |         7          0          0          1          0          2          0          0          0          0 |        13  
         5 |         2          0          0          1          0          0          0          0          0          0 |         4  
         6 |         3          0          0          0          0          0          0          0          0          0 |         3  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        57          5          1          9         13         13          2          2          3         21 |       
189  
 
            |          apparel_furni 
       age |        11         12         13 |     Total 
-----------+---------------------------------+---------- 
         1 |         9          3         29 |       121  
         2 |         1          1         13 |        38  
         3 |         0          0          3 |        10  
         4 |         2          0          1 |        13  
         5 |         1          0          0 |         4  
         6 |         0          0          0 |         3  
-----------+---------------------------------+---------- 
     Total |        13          4         46 |       189  
 
 . tabulate education apparel_furni 
            |                                                 apparel_furni 
 education |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |         5          1          0          2          1          2          0          0          0          0 |        21  
         2 |        28          3          0          5          9          6          1          1          1         13 |       106  
         3 |         9          0          1          0          0          3          0          1          0          3 |        21  
         4 |        13          1          0          2          3          2          1          0          2          5 |        36  
         5 |         0          0          0          0          0          0          0          0          0          0 |         2  
         6 |         2          0          0          0          0          0          0          0          0          0 |         3  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        57          5          1          9         13         13          2          2          3         21 |       
189  
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            |          apparel_furni 
 education |        11         12         13 |     Total 
-----------+---------------------------------+---------- 
         1 |         2          1          7 |        21  
         2 |        10          3         26 |       106  
         3 |         1          0          3 |        21  
         4 |         0          0          7 |        36  
         5 |         0          0          2 |         2  
         6 |         0          0          1 |         3  
-----------+---------------------------------+---------- 
     Total |        13          4         46 |       189  
 
 . tabulate family apparel_furni 
            |                                                 apparel_furni 
    family |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        23          3          1          3          5          4          0          1          1          9 |        77  
         2 |         8          1          0          0          4          2          1          0          1          5 |        30  
         3 |         2          0          0          1          1          1          0          0          0          1 |         9  
         4 |        21          1          0          4          3          4          0          0          0          5 |        58  
         5 |         3          0          0          1          0          2          1          1          1          1 |        15  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        57          5          1          9         13         13          2          2          3         21 |       
189  
 
            |          apparel_furni 
    family |        11         12         13 |     Total 
-----------+---------------------------------+---------- 
         1 |         5          2         20 |        77  
         2 |         2          1          5 |        30  
         3 |         1          0          2 |         9  
         4 |         5          1         14 |        58  
         5 |         0          0          5 |        15  
-----------+---------------------------------+---------- 
     Total |        13          4         46 |       189  
 
 . tabulate kids apparel_furni 
            |                                                 apparel_furni 
      kids |         1          2          3          4          5          6          7          8          9         10 |     Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         0 |        33          3          1          4          7          8          1          1          3         14 |       123  
         1 |         1          0          0          0          0          0          0          0          0          0 |         2  
         2 |        20          1          0          4          4          3          1          0          0          3 |        48  
37 
 
 
         3 |         2          1          0          1          2          1          0          0          0          3 |        12  
         4 |         1          0          0          0          0          1          0          1          0          1 |         4  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        57          5          1          9         13         13          2          2          3         21 |       
189  
 
            |          apparel_furni 
      kids |        11         12         13 |     Total 
-----------+---------------------------------+---------- 
         0 |         9          3         36 |       123  
         1 |         0          0          1 |         2  
         2 |         4          1          7 |        48  
         3 |         0          0          2 |        12  
         4 |         0          0          0 |         4  
-----------+---------------------------------+---------- 
     Total |        13          4         46 |       189  
 
 
 
GADGETS 
  mean gadgets 
 Mean estimation                     Number of obs    =     237 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
     gadgets |    5.85654   .2743251      5.316101    6.396979 
-------------------------------------------------------------- 
 . tab1 gadgets 
 -> tabulation of gadgets   
     gadgets |      Freq.     Percent        Cum. 
------------+----------------------------------- 
          1 |         28       11.81       11.81 
          2 |         23        9.70       21.52 
          3 |         51       21.52       43.04 
          4 |         42       17.72       60.76 
          5 |          4        1.69       62.45 
          6 |          4        1.69       64.14 
          7 |          2        0.84       64.98 
          8 |          2        0.84       65.82 
          9 |          5        2.11       67.93 
         10 |         36       15.19       83.12 
         11 |          1        0.42       83.54 
         12 |          4        1.69       85.23 
         13 |         35       14.77      100.00 
------------+----------------------------------- 
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      Total |        237      100.00 
 . tabulate sex gadgets 
            |                                                    gadgets 
       sex |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        12          8         26         21          2          3          1          1          2         17 |       
111  
         2 |        16         15         25         21          2          1          1          1          3         19 |       
126  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        28         23         51         42          4          4          2          2          5         36 |       
237  
 
            |             gadgets 
       sex |        11         12         13 |     Total 
-----------+---------------------------------+---------- 
         1 |         1          1         16 |       111  
         2 |         0          3         19 |       126  
-----------+---------------------------------+---------- 
     Total |         1          4         35 |       237  
 
 . tabulate age gadgets 
            |                                                    gadgets 
       age |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        14         17         28         24          2          1          2          1          3         26 |       
144  
         2 |         2          4         12         12          1          2          0          1          1          4 |        49  
         3 |         3          1          4          3          0          0          0          0          0          3 |        16  
         4 |         5          1          3          1          0          0          0          0          1          1 |        14  
         5 |         1          0          1          1          0          0          0          0          0          0 |         3  
         6 |         3          0          3          1          1          1          0          0          0          2 |        11  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        28         23         51         42          4          4          2          2          5         36 |       
237  
 
            |             gadgets 
       age |        11         12         13 |     Total 
-----------+---------------------------------+---------- 
         1 |         1          1         24 |       144  
         2 |         0          1          9 |        49  
         3 |         0          1          1 |        16  
         4 |         0          1          1 |        14  
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         5 |         0          0          0 |         3  
         6 |         0          0          0 |        11  
-----------+---------------------------------+---------- 
     Total |         1          4         35 |       237  
 
 . tabulate education gadgets 
            |                                                    gadgets 
 education |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |         0          4          8          7          0          1          0          0          1          3 |        28  
         2 |        14         15         25         23          3          2          1          2          2         22 |       
134  
         3 |         5          2          8          2          0          1          0          0          0          5 |        26  
         4 |         7          2          8          6          0          0          0          0          1          5 |        36  
         5 |         0          0          1          3          0          0          1          0          0          1 |         6  
         6 |         2          0          1          1          1          0          0          0          1          0 |         7  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        28         23         51         42          4          4          2          2          5         36 |       
237  
 
            |             gadgets 
 education |        11         12         13 |     Total 
-----------+---------------------------------+---------- 
         1 |         0          1          3 |        28  
         2 |         1          3         21 |       134  
         3 |         0          0          3 |        26  
         4 |         0          0          7 |        36  
         5 |         0          0          0 |         6  
         6 |         0          0          1 |         7  
-----------+---------------------------------+---------- 
     Total |         1          4         35 |       237  
 
 . tabulate family gadgets 
            |                                                    gadgets 
    family |         1          2          3          4          5          6          7          8          9         10 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        12         13         21         13          2          2          0          0          3         20 |       
106  
         2 |         2          5          7          3          0          1          0          0          0          3 |        25  
         3 |         2          1          1          5          0          1          0          1          1          2 |        16  
         4 |        11          3         17         18          2          0          2          1          1          7 |        72  
         5 |         1          1          5          3          0          0          0          0          0          4 |        18  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        28         23         51         42          4          4          2          2          5         36 |       
40 
 
 
237  
 
            |             gadgets 
    family |        11         12         13 |     Total 
-----------+---------------------------------+---------- 
         1 |         1          2         17 |       106  
         2 |         0          1          3 |        25  
         3 |         0          0          2 |        16  
         4 |         0          1          9 |        72  
         5 |         0          0          4 |        18  
-----------+---------------------------------+---------- 
     Total |         1          4         35 |       237  
 
 . tabulate kids gadgets 
            |                                                    gadgets 
      kids |         1          2          3          4          5          6          7          8          9         10 |     Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         0 |        16         19         36         24          3          2          2          0          4         27 |       
163  
         1 |         0          1          1          1          0          0          0          0          0          0 |         3  
         2 |        12          2         12         12          1          2          0          2          1          7 |        58  
         3 |         0          1          1          4          0          0          0          0          0          2 |        11  
         4 |         0          0          1          1          0          0          0          0          0          0 |         2  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        28         23         51         42          4          4          2          2          5         36 |       
237  
 
            |             gadgets 
      kids |        11         12         13 |     Total 
-----------+---------------------------------+---------- 
         0 |         1          3         26 |       163  
         1 |         0          0          0 |         3  
         2 |         0          1          6 |        58  
         3 |         0          0          3 |        11  
         4 |         0          0          0 |         2  
-----------+---------------------------------+---------- 
     Total |         1          4         35 |       237  
 
 
HOUSEHOLD 
  mean household 
 Mean estimation                     Number of obs    =     140 
 -------------------------------------------------------------- 
             |       Mean   Std. Err.     [95% Conf. Interval] 
41 
 
 
-------------+------------------------------------------------ 
   household |   6.792857   .4615199       5.88035    7.705364 
-------------------------------------------------------------- 
 . tab1 household 
 -> tabulation of household   
   household |      Freq.     Percent        Cum. 
------------+----------------------------------- 
          1 |         53       37.86       37.86 
          2 |          2        1.43       39.29 
          4 |         14       10.00       49.29 
          5 |          5        3.57       52.86 
          6 |          2        1.43       54.29 
          8 |          2        1.43       55.71 
         10 |          7        5.00       60.71 
         13 |         55       39.29      100.00 
------------+----------------------------------- 
      Total |        140      100.00 
 . tabulate sex household 
            |                                        household 
       sex |         1          2          4          5          6          8         10         13 |     Total 
-----------+----------------------------------------------------------------------------------------+---------- 
         1 |        24          1          7          3          1          1          5         24 |        66  
         2 |        29          1          7          2          1          1          2         31 |        74  
-----------+----------------------------------------------------------------------------------------+---------- 
     Total |        53          2         14          5          2          2          7         55 |       140  
 
 . tabulate age household 
            |                                        household 
       age |         1          2          4          5          6          8         10         13 |     Total 
-----------+----------------------------------------------------------------------------------------+---------- 
         1 |        31          0          9          4          0          2          4         33 |        83  
         2 |         8          2          4          0          2          0          2         17 |        35  
         3 |         4          0          1          1          0          0          1          3 |        10  
         4 |         5          0          0          0          0          0          0          2 |         7  
         5 |         2          0          0          0          0          0          0          0 |         2  
         6 |         3          0          0          0          0          0          0          0 |         3  
-----------+----------------------------------------------------------------------------------------+---------- 
     Total |        53          2         14          5          2          2          7         55 |       140  
 
 . tabulate education household 
            |                                        household 
 education |         1          2          4          5          6          8         10         13 |     Total 
-----------+----------------------------------------------------------------------------------------+---------- 
         1 |         5          1          3          1          1          0          2          8 |        21  
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         2 |        26          1          7          4          1          2          4         34 |        79  
         3 |         7          0          0          0          0          0          0          5 |        12  
         4 |        10          0          4          0          0          0          1          8 |        23  
         5 |         2          0          0          0          0          0          0          0 |         2  
         6 |         3          0          0          0          0          0          0          0 |         3  
-----------+----------------------------------------------------------------------------------------+---------- 
     Total |        53          2         14          5          2          2          7         55 |       140  
 
 . tabulate family household 
            |                                        household 
    family |         1          2          4          5          6          8         10         13 |     Total 
-----------+----------------------------------------------------------------------------------------+---------- 
         1 |        18          0          5          3          0          1          4         29 |        60  
         2 |         7          1          4          0          2          0          2          6 |        22  
         3 |         3          1          2          0          0          0          1          2 |         9  
         4 |        24          0          2          2          0          1          0         12 |        41  
         5 |         1          0          1          0          0          0          0          6 |         8  
-----------+----------------------------------------------------------------------------------------+---------- 
     Total |        53          2         14          5          2          2          7         55 |       140  
 
 . tabulate kids household 
            |                                        household 
      kids |         1          2          4          5          6          8         10         13 |     Total 
-----------+----------------------------------------------------------------------------------------+---------- 
         0 |        30          1          7          2          1          1          4         42 |        88  
         1 |         1          0          0          0          0          0          0          1 |         2  
         2 |        19          1          5          2          1          1          2          9 |        40  
         3 |         3          0          2          1          0          0          1          2 |         9  
         4 |         0          0          0          0          0          0          0          1 |         1  
-----------+----------------------------------------------------------------------------------------+---------- 
     Total |        53          2         14          5          2          2          7         55 |       140  
 
 
MEDICAL 
 mean parmaceutical 
 Mean estimation                     Number of obs    =     219 
 --------------------------------------------------------------- 
              |       Mean   Std. Err.     [95% Conf. Interval] 
--------------+------------------------------------------------ 
parmaceutical |   7.004566   .3024413      6.408483    7.600649 
--------------------------------------------------------------- 
 . tabulate sex parmaceutical 
            |                                                 parmaceutical 
       sex |         1          3          4          5          6          7          9         10         11         12 |     
43 
 
 
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        25          1         12          1          7          1         19         20          0          1 |       
105  
         2 |        31          1         15          3          6          0         12         19          2          3 |       
114  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        56          2         27          4         13          1         31         39          2          4 |       
219  
 
            | parmaceuti 
           |    cal 
       sex |        13 |     Total 
-----------+-----------+---------- 
         1 |        18 |       105  
         2 |        22 |       114  
-----------+-----------+---------- 
     Total |        40 |       219  
 
 . tabulate age parmaceutical 
            |                                                 parmaceutical 
       age |         1          3          4          5          6          7          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        31          1         18          1          8          0         14         23          2          2 |       
124  
         2 |        12          0          3          1          2          0          6          6          0          1 |        43  
         3 |         4          1          2          1          1          1          5          2          0          1 |        20  
         4 |         4          0          1          0          1          0          2          3          0          0 |        13  
         5 |         2          0          1          1          0          0          2          2          0          0 |         8  
         6 |         3          0          2          0          1          0          2          3          0          0 |        11  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        56          2         27          4         13          1         31         39          2          4 |       
219  
 
            | parmaceuti 
           |    cal 
       age |        13 |     Total 
-----------+-----------+---------- 
         1 |        24 |       124  
         2 |        12 |        43  
         3 |         2 |        20  
         4 |         2 |        13  
         5 |         0 |         8  
         6 |         0 |        11  
-----------+-----------+---------- 
     Total |        40 |       219  
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 . tabulate education parmaceutical 
            |                                                 parmaceutical 
 education |         1          3          4          5          6          7          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |         8          1          2          0          2          1          5          6          0          1 |        30  
         2 |        32          1         17          2          5          0         16         19          2          2 |       
118  
         3 |         8          0          3          1          2          0          5          6          0          0 |        28  
         4 |         6          0          3          1          3          0          5          6          0          1 |        33  
         5 |         1          0          1          0          0          0          0          1          0          0 |         4  
         6 |         1          0          1          0          1          0          0          1          0          0 |         6  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        56          2         27          4         13          1         31         39          2          4 |       
219  
 
            | parmaceuti 
           |    cal 
 education |        13 |     Total 
-----------+-----------+---------- 
         1 |         4 |        30  
         2 |        22 |       118  
         3 |         3 |        28  
         4 |         8 |        33  
         5 |         1 |         4  
         6 |         2 |         6  
-----------+-----------+---------- 
     Total |        40 |       219  
 
 . tabulate family parmaceutical 
            |                                                 parmaceutical 
    family |         1          3          4          5          6          7          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        19          1         10          2          6          1         10         13          1          1 |        
85  
         2 |         6          0          1          0          0          0          4          4          0          1 |        22  
         3 |         4          0          3          2          2          0          1          4          0          1 |        17  
         4 |        24          0         12          0          4          0         13         16          1          1 |        
81  
         5 |         3          1          1          0          1          0          3          2          0          0 |        14  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        56          2         27          4         13          1         31         39          2          4 |       
219  
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            | parmaceuti 
           |    cal 
    family |        13 |     Total 
-----------+-----------+---------- 
         1 |        21 |        85  
         2 |         6 |        22  
         3 |         0 |        17  
         4 |        10 |        81  
         5 |         3 |        14  
-----------+-----------+---------- 
     Total |        40 |       219  
 
 . tabulate kids parmaceutical 
            |                                                 parmaceutical 
      kids |         1          3          4          5          6          7          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         0 |        31          1         14          1          5          0         15         19          1          2 |       
124  
         1 |         2          0          1          0          1          0          0          1          0          0 |         5  
         2 |        20          1         11          3          7          1         15         17          1          2 |        
80  
         3 |         3          0          1          0          0          0          1          2          0          0 |         9  
         4 |         0          0          0          0          0          0          0          0          0          0 |         1  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        56          2         27          4         13          1         31         39          2          4 |       
219  
 
            | parmaceuti 
           |    cal 
      kids |        13 |     Total 
-----------+-----------+---------- 
         0 |        35 |       124  
         1 |         0 |         5  
         2 |         2 |        80  
         3 |         2 |         9  
         4 |         1 |         1  
-----------+-----------+---------- 
     Total |        40 |       219  
 
 
PERSONAL CARE 
 mean personalcare 
 Mean estimation                     Number of obs    =     190 
 -------------------------------------------------------------- 
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             |       Mean   Std. Err.     [95% Conf. Interval] 
-------------+------------------------------------------------ 
personalcare |   8.847368   .3140883      8.227799    9.466937 
-------------------------------------------------------------- 
 . tabulate sex personalcare 
            |                                                 personalcare 
       sex |         1          3          4          5          6          8          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        12          1          2          1          4          3          6         12          6         14 |        81  
         2 |        22          0          4          0          9          2          5         15          6         30 |       
109  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        34          1          6          1         13          5         11         27         12         44 |       
190  
 
            | personalca 
           |     re 
       sex |        13 |     Total 
-----------+-----------+---------- 
         1 |        20 |        81  
         2 |        16 |       109  
-----------+-----------+---------- 
     Total |        36 |       190  
 
 . tabulate age personalcare 
            |                                                 personalcare 
       age |         1          3          4          5          6          8          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        25          1          5          0         10          3          6         15          7         23 |       
117  
         2 |         3          0          1          1          3          1          2          6          2         11 |        40  
         3 |         3          0          0          0          0          0          1          2          1          5 |        12  
         4 |         2          0          0          0          0          1          1          2          1          4 |        13  
         5 |         0          0          0          0          0          0          0          2          1          0 |         3  
         6 |         1          0          0          0          0          0          1          0          0          1 |         5  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        34          1          6          1         13          5         11         27         12         44 |       
190  
 
            | personalca 
           |     re 
       age |        13 |     Total 
-----------+-----------+---------- 
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         1 |        22 |       117  
         2 |        10 |        40  
         3 |         0 |        12  
         4 |         2 |        13  
         5 |         0 |         3  
         6 |         2 |         5  
-----------+-----------+---------- 
     Total |        36 |       190  
 
 . tabulate education personalcare 
            |                                                 personalcare 
 education |         1          3          4          5          6          8          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |         2          0          0          0          1          0          1          5          0          5 |        19  
         2 |        21          0          4          1          7          2          5          9          6         23 |       101  
         3 |         5          1          2          0          3          0          4          2          1          4 |        25  
         4 |         5          0          0          0          1          3          1         10          4         10 |        36  
         5 |         1          0          0          0          1          0          0          0          0          1 |         4  
         6 |         0          0          0          0          0          0          0          1          1          1 |         5  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        34          1          6          1         13          5         11         27         12         44 |       
190  
 
            | personalca 
           |     re 
 education |        13 |     Total 
-----------+-----------+---------- 
         1 |         5 |        19  
         2 |        23 |       101  
         3 |         3 |        25  
         4 |         2 |        36  
         5 |         1 |         4  
         6 |         2 |         5  
-----------+-----------+---------- 
     Total |        36 |       190  
 
 . tabulate family personalcare 
            |                                                 personalcare 
    family |         1          3          4          5          6          8          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         1 |        14          1          2          0          5          1          6         12          5         14 |        76  
         2 |         4          0          2          0          3          2          3          4          3          8 |        31  
         3 |         3          0          0          0          1          0          0          0          0          3 |        10  
         4 |        11          0          2          0          3          1          2          8          3         14 |        59  
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         5 |         2          0          0          1          1          1          0          3          1          5 |        14  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        34          1          6          1         13          5         11         27         12         44 |       
190  
 
            | personalca 
           |     re 
    family |        13 |     Total 
-----------+-----------+---------- 
         1 |        16 |        76  
         2 |         2 |        31  
         3 |         3 |        10  
         4 |        15 |        59  
         5 |         0 |        14  
-----------+-----------+---------- 
     Total |        36 |       190  
 
 . tabulate kids personalcare 
            |                                                 personalcare 
      kids |         1          3          4          5          6          8          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         0 |        23          1          5          1         10          2          7         21          8         27 |       
129  
         1 |         0          0          0          0          0          0          0          0          0          1 |         2  
         2 |        11          0          1          0          3          2          4          4          2         14 |        51  
         3 |         0          0          0          0          0          1          0          2          2          1 |         7  
         4 |         0          0          0          0          0          0          0          0          0          1 |         1  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        34          1          6          1         13          5         11         27         12         44 |       
190  
 
            | personalca 
           |     re 
      kids |        13 |     Total 
-----------+-----------+---------- 
         0 |        24 |       129  
         1 |         1 |         2  
         2 |        10 |        51  
         3 |         1 |         7  
         4 |         0 |         1  
-----------+-----------+---------- 
     Total |        36 |       190  
 
 . tabulate kids personalcare 
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           |                                                 personalcare 
      kids |         1          3          4          5          6          8          9         10         11         12 |     
Total 
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
         0 |        23          1          5          1         10          2          7         21          8         27 |       
129  
         1 |         0          0          0          0          0          0          0          0          0          1 |         2  
         2 |        11          0          1          0          3          2          4          4          2         14 |        51  
         3 |         0          0          0          0          0          1          0          2          2          1 |         7  
         4 |         0          0          0          0          0          0          0          0          0          1 |         1  
-----------+--------------------------------------------------------------------------------------------------------------
+---------- 
     Total |        34          1          6          1         13          5         11         27         12         44 |       
190  
 
            | personalca 
           |     re 
      kids |        13 |     Total 
-----------+-----------+---------- 
         0 |        24 |       129  
         1 |         1 |         2  
         2 |        10 |        51  
         3 |         1 |         7  
         4 |         0 |         1  
-----------+-----------+---------- 
     Total |        36 |       190  
 
